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..- COSMETICS and toilet preparations 
choose their purchases with great care. ... As keen 
cinema-goers and readere of PICTUREGOER they 
know the value of time and money speni on good 
grooming—and they are eager for the edvaniages — 
that modern beauty preparations offer them. : 
An advertisement for these preparations, in their _ 
own magazine, will reach them et the very moment _ 


when they moet earnestly wish to emulate their 
favourtte stars. 


Of the 1,400,000 female readers of 
PICTUREGOER, 1,000,000 are between 
16 and 44—buyers of immense quantities 
of beauty preparations. Yet this 
enormous market can be reached jor 
4/2d. per 1,000 readers per page. 


Pictu regoer 


THE NATIONAL FILM WEEKLY 
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The status of 
public relations 


Sin, -It was gratifying to read 
in the July issue of the quarterly 
journal of the Institute of Public 
Relations that you are to bring 
out in September a special sup- 


plement “Public Relations—To- 
day and To-morrow.” the first 
survey of its kind in Britain, of 


“the aims, methods and role of 
a new and vital force.” It is good 


THIS WEEK 
‘Puff’ No Substitute For 
Orthodox Advertising—page 280. 

NEXT WEEK 
Lost Opportunities At The Paris 

Air Show. 


to know that a journal of your 
eminence will cover the subject 


in Our sister country, Great 
Britain, 
You know, of course, that 


when the profession of counsel of 
public relations was first organ- 
ised in our country, the critics 
called it a “menace,” and warned 
that it would reduce revenues 
from paid advertising. They de- 
plored so-called “space grab- 
bing” which they associated with 
counsel of public relations, They 
hindered the growth and develop- 
ment of the profession. 
However, Our society Was grow- 
ing more and More complicated 
and needed a specialised techni- 
cian, who could deal with prob- 
lems of adjustment among 
society's Many groups and insti- 
tutions, Men were needed who 
could deal with the problems of 
information and of persuasion on 
which such adjustments were 
based, Only recently have adver- 
ising journals come to recognise 
that the new profession is essen- 
tial, They have learned that 
public relations complements and 


AZ 


GRAFTON WORKS LONDON, N.W.6 
GUiliver $593-6-7 : 


To The Editor. ‘ 


supplements direct advertising. 

Fortunately for business and 
the public relations practitioner 
as well, Britain has not had to go 
through this transition. It has 
been able to adapt public rela- 
tions to its needs without the 
pioneering difficulties their col- 
leagues suffered in the United 
States. 

1 hope that your issue will 
clarify an important element of 
public relations, From reading 
British periodicals and other 
literature, from discussions with 
British public relations men, | 
gather that not all public rela- 
tions men in Britain have recog- 
nised that public relations should 
not restrict itself to special plead- 
ing or to informational! activities. 
To serve effectively it must ad- 
vise its clients on a policy level. 
In a two-way activity it will 
study the interaction between the 
client and the public on which 
the client is dependent. Policy 
will affect attitude and action of 
clients and will persuade and 
inform the public. 

When public relations restricts 
itself to the persuasion and the 


informational processes, it ob- 
viously functions on purely a 
technical basis and not on a 


policy basis. These activities can- 
not give public relations the pro- 
fessional status which it should 
have. The complexity of our 
society with its highly intricate 
patterns demands that public re- 
lations activities must primarily 
be aimed at socially oriented in- 
terests and after that can function 
in its two other fields of persua- 
sion and information. 

EDWARD L. BERNAYsS. 
New York, 


Screen printing and 


other processes 

Sirk,—Referring to H. Ashford 
Down’s first article (August 6) in 
the series On screen printing I do 
not feel as a printer from the 
other processes, that he is quite 
right with his dates and names. 

Mr. Down says that the prin- 
ciple on which screen printing is 
based goes back thousands of 
years in contrast to a mere 250 
or so since Caxton invented his 
method. 

Surely the invention of printing 
from movable types, in Europe at 
any rate, must be accredited to 
Johann Gutenberg some 500 
years ago? Might | also suggest 
that the principle of printing 
from a raised surface was known 
in China as early as 175 B.c. 
Personally, with experience of 


letterpress, litho and a little screen 
printing, I feel that there is room 
for al] the methods of reproduc- 
tion and such a series should aim 
at helping the wise print buyer 
to choose the right process for 
the job in hand. 

When screen printing organisa- 
tions are beld enough to employ 
a qualified typographer on their 
staff, and have adapted photo- 
type setting machines to their 
own special needs, the time will 
be better suited to contrast with 
other printing processes. 

J. M. Cooper. 
Manager for the U.K., 
Mouton & Company Ltd. 


National display 


exhibition 

Sir,—My attention has been 
drawn to the concluding sentence 
of the screen printing process 
feature by H. Ashford Down 
(August 6). This infers that space 
reservation at the National Dis- 
play Exhibition has been com- 
pleted, and |] hasten to inform 
you that this is not the case. 

The position is that over 80 
per cent of the total space avail- 
able has now been reserved and 
the remaining sites are under 
active consideration by potential 
exhibitors. 

HuGH WILSON. 
Exhibition Organiser, 


Percy Burton 
Memorial Fund 


Sirk,—As it has come to my ears 
that some of Percy’s pals feel 
that the Committee concerned 
with the above fund were unwise 
to limit donations to £5 Ss., may 
1 explain that this decision was 
come to only after careful con- 
sideration, 

In our wisdom or foolishness, 
we felt that with a modest maxi- 
mum, few of Percy’s friends 
would feel in any way embar- 
rassed, but the deciding factor 
was Our strong and unanimous 
conviction that our dear friend 
would have been horrified at the 
thought of large individual sums 
being contributed to a fund bear- 
ing his name no matter how 
deserving the cause. 

The fact that already well over 
one hundred and fifty contribu- 
tions varying from 10s. 6d. up- 
wards have been received would 
appear to support the Commit- 
tee’s Views, 

Lestit HARWOOD. 
Hon. Secretary, 
“P.C.B.”. Memorial Fund 
Committee. 
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TV programmes and 
the 49th parallel 


Sir,—In his forgeast on com- 
petiuve TV Harry Alan Towers 
(July 23) commented: “Unless 
public opinion is satisfied, there 
may never be a British commer- 
cial TV service at all.” 

He then goes on to say that 
television will not be bounded by 
the 49th parallel, and that an 
exchange of programmes will take 
Place between this country and 
the United States, 

This is the very issue to make 
public opinion shudder. Oppon- 
ents of competitive TV never 
tire of commenting on the alleged 
horrors, iniquities and barbarism 
which American advertising seeks 
to inflict upon this island, 

At this point in time it would 
surely seem desirable that one 
states clearly and emphatically 
how it is intended to relate Bri- 
tish competitive programmes to 
American practices. 

Eric GOLDSCHMIDI 
Television Advisory Service. 


Who wants it? 
Sik, —In his article “Quicksands 
of Politics” (August 6) concerning 
sponsored TV, Claude Simmonds 
makes a good point—namely that 
it is not a political party matter 
but one for the individual to 


He overlooks, however, as 
every writer on this subject seems 
to do, that why a great number 
of people are suspicious of com- 
mercial TV is that its only mili- 
tant advocates would appear to 
be those who would gain by its 
introduction. 

There has been no outery from 
the general public against the 
B.B.C. television services. There 
has been no demand from the 
masses for a change. 

So the people wonder just what 
is behind it all! 

LAWRENCE F. Wass. 
Wass, Pritchard & Co., Ltd. 


ot, Shahla Sid 


FINE 


QUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 


ag of ~ — —_— ——— od Ea 
me 
r ! ‘ y; , LE WENT A AREER AL RIMRRS 
BAT — 
4 Z -~ Q = 
i KF 
(a ve . / \ 
u PSignis rettttyy | \ 
ca ~ ley 
ies 
% aT 
a 
. 
i 
| a 
| 
f ea y ie ‘4 — uh i . ana 
mb — - bs Ss ie 
: es ee es DS Sa . 
: ie § Jim a : . Fe , . * oS | oes a S  , Ate < “4 


AuGust 13, 1953 


We think that an important factor in selling is the 
attitude of the Manufacturer to the Wholesaler, and 
not the reverse as many people think. 


Some manufacturers are not fair to the Wholesaler. 
They expect him to create demand whereas his func- 
tion is one of supply. 


Naturally a Manufacturer is single minded as far as 
his effort on his own product is concerned, but one 
cannot expect the Wholesaler to be equaliy single- 
minded about any individual product because he is 
responsible for the distribution of the products of 
many thousands of manufacturers. 


It is too much to expect that a Wholesaler in these 
circumstances should go out and create distribution 
for your product or alternatively if all manufacturers 
expect the same attention, the amount available to 
each would not be worth having. 


We feel that it is up to the manufacturers to create 
Demand and that when one talks about Demand it 
does not entirely mean consumer preference. The 
meeting of Demand is a decentralised job and has 
to come through the Retailer. If the Retailer does 
not stock, Consumer Demand cannot express itself. 


In effect therefore, you must have Retail Demand 
in the form of distribution and as the Wholesaler 
cannot be expected to get it you should go out and 


WORKING WITH 
THE 
WHOLESALER! 


COUNTER PRODUCTS 
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get it yourselves. At the same time you must secure 
the Wholesaler’s co-operation, because you will 
expect him to look after future supplies to the 
Retailer. This can be done by supporting him in 
every way while you are in process of obtaining 
distribution. 


Some manufacturers can secure adequate Retail dis- 
tribution by using their own sales force, but other 
manufacturers employ moderate forces for the pur- 
pose of looking after a limited number of direct 
accounts, and calling on the Wholesalers. 


If these wish to increase Retail Distribution they 
have two alternatives. One is to rely on the Whole- 
saler to obtain distribution for them, which as we 
have already said, scems a little unfair, or they can 
employ an addition! sales force to open up Retailers 
for servicing by the Wholesaler. 


Our organization his been constructed to meet this 
need. We have teanis of salesmen available who 
obtain distribution on a National or Local basis, who 
are fully mobile and who have had extensive training 
on a considerable number of products. 


If you wish to know iore about this service, and it is 
possible that you ms. with the Autumn Campaigns 
very near, we shal! be pleased to supply you with 


explanatory folders or we can arrange to call and see 
you. 


LTD. 


24 HIGHBURY PLACE, LONDON, N.5 
Telephone: CANonbury 2050 and 26\))) 


Directors: J. Bede Egerton (Managing), D. R. Mo - 
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A great many I should say. They’re a perfect cross section of the mass 
market. 


Do you reckon we make mass market products? After all, by its very 


nature the mass market must be predominantly working class. 


Well, aren’t they the people with the money to spend? You take a look round 
the council estates some time. Count the television masts. Go into a few 
of the homes and you'll find washing machines, vacuum cleaners, new radio- 


grams. Quite a few of them own cars too. 
It beats me how they manage it. 


Oh. It’s simple enough. Subsidized rents, low fares, canteen meals; quite a 
bit of overtime and in any number of cases there are two, three and sometim:s 
four workers in a family. I’m not saying they could all afford to buy products 


like ours but by and large they’re the people with the money to spend. 


DAILY MIRROR 


With the biggest daily 
net sale on earth, 

the DAILY MIRROR 
offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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The 
British Advertisers is 
operating with the 
Association in the latter's new 
survey of advertising expenditure. 

This is revealed in the Adver- 
tising Association’s Journal, the 
latest issue of which states: 


not co- 


advertisers, advertising 
and media owners is 
sought, and the Advertising Asso- 
ciation has been fortunate in 
obtaining the fullest 
once more of the Institute of In- 
corporated Practitioners in Ad- 
vertising and the 


Incorporated Society of 


Advertising 


“As before, the assistance of 
agents 
being 


assistance 


Various asso- 


AAs ad. spending survey: ISBA withdraws 


ciations of media owners. The 
Incorporated Society of British 
Advertisers preferred not to co- 
operate on this occasion, and so 
the Advertising Association has 
approached advertisers direct. 
“An innovation is that an 
attempt has been made, with the 
generous help of a number of 
Chambers of Trade and Com- 
merece in different parts of the 
country, to obtain information 
from a substantial sample of 
local retailers and suppliers of 
services about the distribution of 
their advertising expenditure. 
This should help to fill a gap in 


the material collected before 

“Altogether, questionnaires 
have been distributed to over 
2,000 firms; and the indications 
are that the response has been 
very Satisfactory. 

“A report on the results of the 
Survey should be ready carly in 
1954.” 

The present inquiry relates pri- 
marily to the year 1952, though 
it is hoped to obtain sufficient in- 
formation about the intervening 
years to be able to show the 
annual movements in expenditure 
on the various groups of advertis- 
ing media since 1948 


‘Mechanisation’ coming in 
the soft drinks battle 


_ developments in soft drinks marketing schemes are 


expected next year. 


Soft-drink vending machines, such as 


are widely used in the United States, are to be menufactured 
here in large quantities for use in this country and overseas. 


Sole production rights for most 
of the sterling area were acquired, 
during a three weeks’ visit to the 
States, from Mills Industries, 
Chicago (manufacturers of the 
Mills Vending Machine) by 
Julius Trup, joint managing 
director of S. Trup & Co., Ltd., 
Willesden, manufacturers of sheet 
metal and engineering compo- 
nents 

frups will manufacture the 
whole range of machines, extend- 
ing from those which = supply 
bottled drinks to those providing 
four different drinks in paper 
cups. 


Ready in 9 months 


They plan to produce the 
machines for the selling organisa- 
tions of Pepsi-Cola, Coca-Cola 
and other soft drink firms. In 
America the machine is hired out 
to the rétailer on a “split-profit™ 
basis. 

Mr. 


Trup estimates that to 
tool up his plant should take 
about six months. He hopes to 
he in production in nine months 
from now. 


His firm are sole concession- 


aires for the sterling area, exclud- 
ing Australia and New Zealand, 
but including Canada, Norway, 
Sweden, Denmark, Belgium and 
Switzerland. Provided they 
achieve the necessary manufac- 
turing capacity, exports should 
total £3 million a year. About 
20 per cent of production will be 
for the home market. 


* Latest developments in soft 
drinks war—See Current Adver- 
tising, page 296. 
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YOUTH DELEGATES AT 
HARROGATE 


“Time” magazine will pay: 
the Harrogate Conference: 
registration fee, fare, and ac-: 
commodation expenses of ones 
young delegate up tw 
25 years of age from 
club affiliated to the Advertis- 
ing Association, 

Making this offer, Time- 
Life International affirm their 
belief in the need to encour- 
age youth in adverts 
stimulating interest in vie clubs 
movement. 

Members of club councils: 
are asked to nominate « young? 
member who, they feel, 
most benefit by the Confer- 
ence. Nominations to Denis 
Embley, promotion manager, 
Time-Life International, be- 
: fore August 31. 
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Bibby pack 


changes 

Several packs for Bibby pro 
ducts are being re-designed. Each 
line is being given an animated 
character 

The first to receive the new 
treatment was Bibby’s soap which 
is now nacked in waxed wrap- 
pings carrying a drawing of a 

rg. 
Now the Pat washing powder 
pack has been re-designed. Chiet 
feature of the new pack is a 
white duck The colour scheme 
is blue and yellow. It was de 
signed by Bibby’s agents, F. ¢ 
Pritchard, Wood & Partners Ltd., 
and printed by Brown, Bibby & 
Gregory Ltd. A new family pack 
of Pat, which is mainly retailed 
in the Midlands, is being intro- 
duced to se'l at 11d. This deve- 
lopment will be advertised 
shortly in the trade press. To 
continue the animated characters’ 
theme a new pack of Bibby’s soap 
flakes will soon be introduced 
featuring a jumping rabbit 
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Part of a land-sea-air campaign conducted by Whitbread & Co., Ltd., 

the flashing sign on this boat was executed and installed by Bush Signs’ 

Hove depot in ten days. It spells out the name ‘‘Mackesons” in sequence, 
and excited much comment in its runs of | the Brighton shore. 


Radio Luxembourg says summer 
audience is ‘very satisfactory’ 


Summer listening to Radio 
Luxembourg has dropped less 
than that to either the B.B.C.’s 
Home or Light programmes, the 
Radio Luxembourg Summer 
Audience Survey Keport reveals. 

Since the February report, the 
Radio Luxembourg audience has 
diminished by just under 5 per 
cent. The Home Service has 
dropped by 15 per cent and the 
Light Programme by 12 per cent. 

Television audiences have in- 
creased by 2 per cent over the 
same period. 

Radio Luxembourg Advertising 
Ltd. claim that, “taking into con 
sideration summer listening 
habits, holidays, the counter at- 
tractions of Coronation festivities 
and the progress of television, the 
results are very satisfactory.” 

This—the third inquiry con- 
ducted by Social Surveys Ltd. on 
behalf of Radio Luxembourg 
Advertising Ltd. is based on 
14,060 interviews with men and 
women during the period Mon- 
day July 6 Sunday July 12. 

They showed that the number 
of people who listened to Radio 
Luxembourg’s English transmis- 
sion at some time during seven 
days at the beginning of July was 
9,070,000, The number listening 
at some time over three weeks 
was 13,840,000. 

The average percentages of 
listeners at some time during the 
evening was: Radio Luxembourg, 
8:5; Home, 19-7; Light, 36:7; 
Television, 17-2. 


THE WHITEHALL 
WANDERERS 


The “current tendency” to let 
a public relations or information 
officer work for five years in one 
Ministry and then transfer him 
to another, was criticised by the 
Southern Daily Echo, 

An editorial stated: “This 
could account for the unworthy 
suspicion that publicity hand- 
outs about the Army are some- 
times written by farming experts, 
and that those more familiar with 
the traditions of the Silent Ser- 
vice have framed the scanty com- 
muniques about the work of 
other departments.” 


PR link-up for 
Cotton Board 


Through a co-operative effort 
between John Hardaker, press 
officer of the Cotton Board, Man- 
chester, Leila Danbury, press 
relations officer of Osborne- 
Peacock’s subsidiary Editorial 
Information Services, and Len- 
nart Lagebrant, press officer of 
Svenska Telegrambya, the Swed- 
ish advertising agency, a press 
information service is being 
established to cover the Cotton 
Board's exhibits at the St. Erik’s 
Fair in Stockholm, 

Leila Danbury leaves for 
Stockholm on August 19 so as to 
be there in time for the press 
opening of the Fair. Mr. 
Hardaker will fly out on August 
25 for four days. Hugh Lloyd- 
James, director of Osborne- 
Peacock Co., Ltd., who arranged 
the Swedish promotion, will fly 
to Stockholm on August 26. 
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I's just SOAP in ads. 
behind the [ron Curtain 


Lipo orthodux advertising plays a very inconspicuous role 
behind the Iron Curtain, the tide of propaganda contiaues 
in fall flood. This is the impression brought back from Russia 
by John Gordon, editor of the Sunday Express. 


“Competitive advertising is, of 
course, impossible under the 
Russian economy,” he told 
ADVERTISER'S WEEKLY. “Such 
informational advertising as is 
used is factual, dull, and rather 
immature in presentation. There 
may be several grades of soap, 
but as it doesn’t matter which 
sells most, they are just advertised 
as ‘soap’—finish! The full extent 
of such advertising seems limited 
to double crown posters. There 
are some advertising signs, but 
these are severely practical—with 
no flash, glitter, or fun. Such 
few advertisements as are occa- 
sionally carried in the newspapers 
seem limited to requests for ac- 
commodation—rather like the 
postcard advertisements published 
on boards.” 

Product advertising appears, to 
some extent, to be absorbed in 
propaganda. Women’s and gen- 
eral magazines carry pictures of 
interior scenes in shops, in full 
colour, with beauty preparations 
and other articles blown up 
alongside. 

“It ali looks much better in the 
magazines than in real life,” said 
Mr. Gordon. “In such features, 
for example, one can see the 
beginnings of packaging appeal. 
I bought a bottle of scent in a 
carved container which was a 
model of the Kremlin. 

“Ordinarily there is little 
charm or subtlety about Russian 
salesmanship. There is normally 
very little packaging. Shopping 
is tedious, Every day it’s like a 
sales scramble in a Lendon stores. 


February is D-date for false 
and misleading descriptions 


February 1, 1954, is D-date for 
false and misleading trade 
descriptions. ‘The Merchandise 
Marks Bill of 1953 has been 
given the Royal Assent, but the 
main section does not come into 
force for six months, 

The Act affects all trade 
descriptions which concern the 
selling of goods, or even the 
offering of goods for sale, pro- 
vided the description is not oral 
(writes our legal correspondent). 

Therefore false or misleading 
descriptions in advertisements in- 
cluding all forms of advertising, 
such as press, posters and films, 
are within the scope of the Mer- 
chandise Marks Act. 

Any description, statement or 
other indication, direct or in- 
direct, as to the standard of 
quality of the goods, or as to 
their fitness, strength, perform- 
ance, or behaviour, or as to num- 
ber, place of origin, etc., if it is 
false or misleading, creates 


offences, punishable by heavy 
penalties. 

The maximum fines on sum- 
mary conviction have been 
stepped up to £100 (from £20) for 
a first conviction, and to £250 
(from £50) for a second or sub- 
sequent conviction. 

The lengths of possible im- 
prisonment sentences have not 
been increased by this Act. They 
remain at two years, when con- 
viction is on indictment; or four 
months, when conviction is sum- 
mary, for a first conviction, and 
six months when it is for a second 
or subsequent conviction. 

A peculiarity of prosecutions 
under the Merchandise Marks 
Acts is that whereas the basic 
principle of English criminal law 
is that a person is considered in- 
nocent until he is proved to be 
guilty, in this particular case the 
burden of proving that he acted 
innocently is upon the person 
charged. 


Getting into the shop is a 
Struggle. You join a long queue 
to be served, then another queue 
to pay at the cash desk, and 
finally rejoin the first queue to 
pick up your purchase. It took 
me 25 minutes to buy a bar of 
chocolate.” 

Quality is poor, by Western 
standards. Mr. Gordon couldn't 
raise a lather with the washing 
powder; he found the best soap 
“rather carbolic.” 

Television in Russia is good 
and cheap. Policy is to keep it 
so, as a medium for creating 
opinion. Sound radio keeps 
churning out information and 
propaganda. It is relayed by 
loudspeakers in the parks. No 
—y appears to take any notice 
of it. 


WOULD POSTERS 
HIDE THE 
CASTLE? 


Latest move in the castle- 
poster’s controversy at Windsor 
is the appointment of a sub- 
committee by Berkshire planning 
committee to view the suggested 
sites in the car park at the foot 
of Castle. 

An application by More 
O’Ferrall to erect five hoardings 
was made in the spring and was 
accepted by Windsor Town 
Council by a majority of one. 
Berkshire Planning Committee 
vetoed the plan. 

In June More O’Ferrall made 
separate applications for each 
hoarding. The Town Council by 
4a small majority recommended 
the County planning committee 
to approve. 

Opponents argue that the 
hoardings would hide attractive 
views of the Castle. This is de- 
nied by other members of the 
council, who claim they would 
hide ugly and derelict buildings 
which can be seen from the park. 


To * encourage’ 
chal lenges 


West Sussex County Council 
have drawn the attention of all 
district councils in the area to the 
results of recent appeals by ad- 
vertisers in the northern part of 
West Sussex under the Town and 
County Planning (Control of 
Advertisements) regulations. 

The County Council say they 
are taking this action “in order 
to encourage a policy of challeng- 
ing existing hoardings and other 
advertisements which mar _ the 
beauty of the county.” 

Worthing Town Council have 
replied that their borough engi- 
neer has already been asked to 
report on existing sites. 
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RADIO SHOW WILL 
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TV makers extend their 
advertising coverage 


SEE START OF 


SEVERAL AUTUMN CAMPAIGNS 
Radio and TV manufacturers will be introducing new models 
for the 1953 Radio Show at Earls Court from September 1—12. 
In many cases advertising appropriations have been stepped up 


for the Show period. Several extensive winter campaigns for 
both radio and television sets will be launched. 


With the growth of television 
coverage some advertisers will be 
using national media for the first 
time for TV sets. 

Philips have booked large 
spaces in the London evening news- 
papers. These will be the spear- 
head of a winter campaign using 
national! and leading provincial 
newspapers. Previously local 
newspapers had held chief place 
on the schedule for Philips TV. 
Erwin Wasey & Co., Ltd, are 
the agents. 

The principal slogan will be 
“The picture which gives all the 
detail.” There will be two main 
Philips stands at the Show——-one 
for the public and one for the 
trade. The latter will be a greatly 
enlarged version of the ‘dealer 
centre’ which the firm introduced 
last year. 

Ultra will be introducing a 
complete range of new TV sets 
and will be running a_ heavier 
campaign than last year with 
large spaces, many of them solus 
positions in national daily news- 

papers, The campaign, handled 
by F. C. Pritchard, Wood & 
Partners Ltd., will continue until 
the end of November. 

Bush will be taking a few 
special spaces in the national 
dailies during the Shuw period 
but will be holding the main 
weight of their advertising until 
later in the autumn. They, too, 
will be introducing many new 
radio and TV models. Their 
agents are G. §. Royds Ltd. 

“Keep your eye on Cossor” 
will be the slogan used in the 
Cossor advertising. National 
newspapers, provincials and 
weekly magazines together with 
posters on London bus sides will 
be used by the agents, Dorland 
Advertising Ltd. They will be 
introducing new TV sets 

Mullard, whose agents are 
Erwin Wasey & Co., Ltd., will 
have three information centres at 
the Show. One will be designed 
to help the prospective buyer in 
his choice of set. another will 
give advice on maintenance, and 
a third will be devoted to the 
problems of the home  con- 
structor. 

Murphy wil! be confining their 
advertising to their normal 
schedule and Decca plan to hold 
their consumer campaign back 
until November. 

One of the features of the 
Ediswan stand wil! be an exhibit 
showing the advantages of alum- 
inised cathode ray tubes in TV 


sets-a development which was 
introduced by the company. A 
specia] cathode tube has been 
prepared with one half of the 
face aluminised and the other 
half not. The tube will be 
demonstrated in a standard TV 


Sponsored TV 
try-out 


A series Of sponsored TV 
: programmes over a closed cir- 
scuit is planned by the radio: 
trade at Nottingham. $ 

The programmes, mainly in-? 
erviews and variety shows? 
y local artists, will be seen’ 
m sets on show at Notting-: 
1am's radio exhibition next? 
month, They will be staged: 
in a studio next door : 
_ The organisers are selling: 
: advertising time. : 


fed 


~~ 


This model shows the modern technique of exhibition stand design which 


will be incorporated in the 


Ediswan stand at the 1953 Radio Show. 


Who are the people who view” 


8 million in homes where head’s 


income is below £650 


Interesting statistics relating to the prospective audience for 
commercial TV are quoted in TV and Radio Newsgram, 
published by the radio and television section, Conservative 


Central Office. 


It is estimated that 800,000 
voters live in homes with TV 
sets where the head of the house 
earns over £650 a year; and that 
eight million live in homes with 
I'V where the head of the house 
earns less than £650 a year. 

Several surveys are said to re- 
veal that “enjoyment of TV is 
greatest in those people who de- 
rive moderate or little enjoyment 
from reading. ‘This trend seems 
to show itself in all classes.” 

Turning from the marketing to 
the propaganda aspect, Radio 
Newsegram states: 

“The television audience is 
located in Conservative, marginal 
and Socialist seats in the propor- 
tion of 13:8:27. This means that 
any propaganda put out by tele- 
vision is likely to reach two 
Socialists for every one Conser- 
vative -a complete reversal of 
norma! party propaganda chan- 
nels. ‘np 

Influential Tory groups are to 
oppose the suggestion that a 
‘baby B.B.C.” should be set up, to 


be state-controlled but drawing 
its revenue from advert vrs. 

Ronald Simms, retary, 
Popular Television As:ociation, 
told ADVERTISER'S Wert ly: 

“The advertising  p:ofession 
must scotch this idea n It is 
thoroughly bad. It w oid not 
break the B.B.C.’s ©. sopoly. 
Who believes such a « ration 
could be run successfu 
civil service mind” 

“To satisfy the 
needs, independent sta! 
be independently run 
rigorous code of ethic 
drawn up by the pr 
safeguard the nation 
standards.” 

. . 
Campaignin « 

The Popular Telev 
ciation are running 
advertisements in th 
column of The Tim 


Asso- 
to-day 
rsonal 


ment: 
hater, 
vith a 
: pre- 


Here is a typical ad 
Are you a_ viewer 
against a dictator, a 
grievance to air? If 


ADVERTISER'S WEEKLY 


Publicity pla 
for Radio Show 


rhis year for the first time the 
Radio Show (Earls Court, Sep- 
tember 2 to 12) is to have a “host 
and hostess” Richard Atten- 
borough, and his wife, Sheila 
Sim. The advertising campaign 
for the Show has been built 
around these two who will feature 
in the posters and in the press 
advertising. 

The spearhead of the press 
campaign will be large and fre- 
quent spaces in the three London 
evenings, starting with half-pages 
in The Star and Evening Standard 
and a 154 in. by 6 col. space in 
the Evening News on the Tues- 
day before the Show is officially 
opened by Lord Montgomery on 
September 2. Supporting adver- 
tisements will also appear in the 
Daily Express, Daily Herald, 
Daily Mail, Daily Mirror and 
News Chronicle and in a selec- 
tion of children’s weekly papers. 
Classified advertisements giving 
the names of visiting celebrities 
will appear each day. 

As in previous years there will 


Pea war on 


the air 


The battle of the canned 
cae Serer Gas Se 


=. weeks ago Batchelors 
a Ltd. omen a — 


sponsored 
in Radio Eireann. — 
last week the first of a new 
series sponsored by Canned 
Products Ltd. (Emerald Peas) 
took the air. 

Advertising agents for 
Batchelors are Lid. 
The Emerald Peas account is 
with Arks Ltd. 


be quad crowns, double crowns 
and double royals of the poster 
on the Underground stations. 
Double front and double rear 
spaces have been taken on buses 
and trolley buses covering the 
West End and the suburbs. There 
will be 1,000 double crowns and 
250 quad crowns on the Under- 
ground stations and 500 pairs of 
double fronts and backs on the 
buses. 

The main poster has been de- 
signed in six colours and consists 
of photographic heads in black 
and grey of Sheila Sim and 
Richard Attenborough. The 
background colour is blue with 
the television mask and lettering 
in red, black and yellow. The 
scheme is handled by Rumble, 
Crowther & Nicholas Ltd. 


in the personal column 


late or poet, a hide-it or show-it, 
or a man with a burden to bear— 
Competitive Television is your 
cause 

Each advertisement gives the 
address and telephone number of 
the Association and people in- 
terested are invited to establish 
contact. 
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ADVERTISER'S WEEKLY 


The poster which won first prize. 


Road saf ely 
poster contest 


Competitors in a road safety 
poster competition organised by 
the Royal Society for the Preven- 
tion of Accidents were congratu- 
lated by Fleetwood C. Pritchard, 
chairman of F, ¢ Pritchard, 
Wood & Partners Ltd., and of 
the Society's national publicity 
commyttee, on the way in which 
they had absorbed the terms of 
reference, when he presented the 
prizes on Monday 

The competition was open to 
students of art schools in London 
and the Home Counties. “If you 
are going in for advertising,” he 
told the prize winners, “it is essen- 
tial when starting on a com 
mission to get clearly and pre- 
cisely the message you have to 
give and the impact you mean to 
make on the public mind.” 

Competitors had to design a 
poster with the object of making 
ROSPA House, the Road ‘Train- 
ing Centre in’ Knightsbridge, 
better known, 

The first prize of £50 was 
awarded to John B. Castle, who 
has just completed three years at 
the London Schoo! of Printing 
and Graohic Art. He ts joining 
Godman Studios at the end of 
this month. 

Second prize of £25 went to 
S. A. Somehjanc, who has just 
completed his studies at the 
Borough Polytechnic. 

Consolation prizes of £5 each 
were presented to Michael Miles 
(Harrow Schoo! of Art), G. Gapp 
(Borough Polytechnic), Malcolm 
Topp (London School of Printing 
and Graphic Art), Michael J. 
Burbidge (Harrow School of Art) 
and David Collins (London 
School of Printing and Graphic 
Art) 


Staff handbook 


A revised edition of the office 
staff handbook of Unilevers Ltd. 
gives the employee information 
about the firm’s history, his own op- 
portunities for progress, social and 
medical facilities, and other useful 
facts, It is generously illustrated. 

Keliher, Hudson & Kearns Lid 
were the printers, 
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Brainwave from Bolton 


‘100 weeklies should join 


in running £1,000 contest’ 


Joseph Pendlebury, editor and 
director of the Bolton Standard, 
wants at least 100 weekly 
newspapers in Britain to join 
in promoting co-operative 
competitions for their readers. 

While national newspapers are 
able to offer big sums of moncy 
as competition prizes, Mr 
Pendlebury points out, local 
_weeklies have to be content 
with prizes of a few pounds. 

“If 100 weekly papers arranged 
to run jointly a weekly com- 
petition offering prizes totalling 
£1,000, this would only cost 
each contributing newspaper 
£10, plus administrative costs,” 
Mr. Pendlebury told Apbver- 
TISER’S WEEKLY. 

“The outlay could be reduced by 
charging an entry fee of 3d. 
or 6d 

“While local readers would be 
made aware that the competi- 


tions were being conducted on 
a national] basis, I am _ con- 
vinced that big competitions 
along these lines would act as 
circulation boosters. 

“Greater things can be achieved 
than by each local weekly 
ploughing a lonely furrow as at 
present.” 

Mr. Pendlebury is contemplating 
making contact with a cross- 
section of weekly newspapers 
to test their reaction to his pro- 
posal. Meanwhile he asks 
interested local weeklies to 
write to him for further details 
at the Bolton Standard offices 
in Victoria Street, Bolton 

“If sufficient support is forth- 
coming I shall call a meeting 
of interested parties for the 
purpose of discussing the 
matter further and thrashing 
out details,’ Mr. Pendlebury 
added. 


Lord Mayor wields pick to open 
Kemsley-sponsored exhibition 


Sponsored by the “Newcastle 
Journal” and the “Evening 
Chronicle,” Newcastle, the North 
East Coast Ideal Home, Trades 
and Industries Exhibition, held 
on the Town Moor, Newcastle 
upon Tyne, is the biggest tented 
exhibition ever staged on Tyne- 
side. 

More than 400 stands are dis- 
played under canvas on one six- 
acre “Tent Town” site The 
attendance figures (nearly 150,000 
in the first week) bid fair to make 
it the most successful North East 
exhibition of any kind since 
before the war. 

North East M.P.s and civic 
chiefs, local civic and govern- 
ment officials and North East 
banking, industrial and commer- 
cial representatives were among 
the 200 guests at the inaugural 
lunch. 

They were received by the Hon. 
Denis Berry, managing director, 
Newcastle Chronicle & Journal 
Limited, and Mrs. Berry, in the 
reception marquee where the two 
papers are staging their Crown 
Jewels Replica Exhibition and 
“Life of the Queen” and “Coro- 
nation” photographic displays. 

Chief speakers at the luncheon 
were Viscount Ridley, president 
of the North East Development 
Association, and the Lord Mayor 
of Neweastle (Alderman William 
McKeag, J.P.) who opened the 
exhibition by splitting a symbolic 
piece of North East coal with a 
souvenir chromium-plated miner's 
pick, This released black and 
white ribbons (the colours of 
Newcastle United Football Ciub 
of which the Lord Mayor is a 
director) across the entrance to 
the biggest “Big Top” in Europe. 
In a message Lord Kemsley 


said: “Il am particularly happy in 
the knowledge that the exhibition 
is being sponsored by two of our 
best known and oldest established 
local newspapers. They have 
been associated for generations 
with the commercial, industrial 
and social life of the whole area 
and have done much to encour 
age and promote efforts for the 
development of the counties 
they serve.” 
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Argus Press 


sales increasing 


Increased, and still increasing, 
net sales of Argus Press publica- 
tions, both monthly and weekly, 
are announced by A. H, Mclsaac, 
advertisement director. Details, 
all A.B.C., are: 

Jan.-June July-Dec. 
1953 1952 
True Story and 


True Romances 423,111 408,201 
Photoplay 219,296 182,761 
Aeromodeller 42,584 39,163 
Competitors’ 

Journal 118,233 113,098 
Crovdon Times 
Series 39,337 38,233 


Sales of Photoplay, which a 
year ago were 160,000 and 18 
months age 137,000, are now in 
excess of 220,000. The rate for 
new contracts has therefore been 
adjusted to £140 a page but ad- 
vertisers are promised a propor- 
tionate rebate should the circu- 
lation fall below the present 
figure of 222,000. 

“Our present advertisers,” 
comments Mr. Mclsaac, “will, 
we feel sure, appreciate that they 
have been receiving for some 
time now a bonus circulation. 
The present trend encourages us 
to believe that, on the new adver- 
tisement rates, our clients will, 
once again, enjoy a bonus circu- 
lation.” 


MORE SALES UP 


Latest A.B.C. figures show the 
following increases: 
Jan.-June July-Dec. 
1953 1952 
The Field 32,542 31,360 
Bristol Evening 


Post 132,696 130,494 
The Post 
Green’ Un 57,960 56,646 
Radio Review 
112,403 


(Dublin) 118,805 


kK. J. Robertson on newsprint costs 


E. J. Robertson, chairman of 
the Daily Express and president 
of the Advertising Association, 
has replied, in a letter to The 
Times, to the comparisen= in 
newsprint costs drawn by G. 
Beckett, chairman of the Asso 
ciation of Makers of Newsprint, 
(Mr. Beckett's views were given 
in @ letter which appeared also 
in’ ADVERTISER'S WEEKLY last 
week.) 

Mr. Robertson's reply stated: 
“The letter from the chairman 
of the Association of Makers of 
Newsprint calls for comment. 
Compared with the _ present 
British mills’ price of £50 10s. a 
ton, the delivered prices of 
Scandinavian and Canadian news- 
print are quoted as £52 and £57 
respectively. Quite apart from 
the fact that the Canadian news- 
print is of heavier weight and 
better quality, the figures quoted 
by Mr. Beckett are wrong. The 
delivered price of Scandinavian 
newsprint is £50 2s. and Canadian 
£55 Ss. 


“It is true that due to the depre- 
ciation of sterling in relation to 
the dollar, the present price of 
Canadian newsprint is higher than 
that of newsprint manufactured 


in this country, but no one en- 
gaged in the production and 
distribution of newspapers will 
forget that it was the supplies 
from Canada which kept the 
British press alive throughout the 
war years. Nor do we forget that 
over the seven years, 1946 to 
1952, the average price of news- 
print supplied by the British mills 
was £44 15s. 9d. a ton, compared 
with £37 8s. 6d. for newsprint 
from Canada.” 


Young 
Newspapermen 


in conference 

Speakers and subjects at the 
Young Newspapermen’s Associa- 
tion conference, to be held at St. 
George's Hotel, Liandudno, 
September 18-20, will be: 

W. L. Andrews. editor, York- 
shire Post, on the Press Council; 
Kenneth Brown, Hornsey 
Journal, on the labour situation; 
Frank Haves, advertisement man- 
ager, Manchester Evening News, 
on classified advertising; and 
G. 1. Gale, research officer, Insti- 
tute of Incorporated Practitioners 
in Advertising, on consumer 
research, 
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‘Two Freds’ all set for a 
new record for NABS 


With less than four weeks to 
20, all the workers for this year’s 
“Two Freds” cricket match for 
N.A.B.S.-to be played at Hur- 
lingham on September 9—ere 
stepping up their efforts to beat 
the record 1952 collection of 
over £1,800. Latest reports indi- 
cate that a new highest-ever total 
will be reached. 

The auction. Latest gift for 
sale at the auction after the match 
is an historical and unique photo- 
graph of the last Australian test 
team brought to this country, in 
1948, by Sir Donald Bradman. 
Each player and also W. Fergu- 
son, the scorer, has signed the 
photo which, mounted, measures 
12 in. by 15 in. It is being given 
by Bill Garnham, circulation 
director, Argus Press Ltd. 

Those with gifts still to send 
for sale are asked to address 
them to Harold Fish, c/o the 
Ludgate Circus Garage, Seacoal 
Lane, E.C 


Money spinners 


Incentives. ‘This method of 
helping N.A.B.S. always produces 
plenty of entertainment on the 
day. Once again S. H. Vincent 
has offered to give a “bob-a-run” 
for the score made by the Adver- 
tisers and Agents team, while his 
partner Dudiey Turner has 
agreed to pay his shillings on the 
Press and Print side’s total. 

Other incentives include: 

Jack Everett and George 
Clarkson will pay 2s. 6d. for 
fours and five shillings for 
sixes hit by the A. & A. and 
P. and P. sides respectively. 

A guinea for every innings of 
50 or over from Dick Simmons 
of Games and Toys. 

£5 for a definite result and 
£1 for every six, from J. 
Harrison Haworth of Business 
Publications Ltd. 

Further ideas for incentives 
should be sent to H. Dawson 
Salmon, Argus Press Ltd. 


‘Sign Your Name’ Appeal 


The Programme. More than a 
hundred firms have so far booked 
space in the programme, which is 
already representative of al! acti- 
vities in the advertising business. 

For those who want to help the 
programme without taking the 
normal! disnlay spaces available, 
a series of composite “signature” 
pages are available for the first 
time. Under the heading “Boun- 
dary Hits for N.A.B.S.” or “More 
Good Balls Bowled for N.A.B.S.” 
donors can sign their name inside 
a circle representing a cricket 
ball. The name of the firm is 
set underneath each signature. 
There are eight balls to a nage. 
The first man to “sign un for 
N.A.B.S.” in this way described 
the scheme as a “novel idea.” For 
programme snace nlease contact 
John Sime, 180, Fleet Street, 
E.C.4, Chancery 8844. 


Near oF oe Ree 


THE TWO FREDS 


—"- 


Woknandinn Care 5,953 om a gle Ole 

Fougasse’s cover for the programme 

of the “Two Freds” match. It will 
be printed in two colours. 


Changes in the 
pattern of our 


spending 


People are buying more food, 
clothes, shoes, new cars, house- 
hold goods, fuel and light. They 
are spending less on drinks, 
smokes, and entertainment. 

The Treasury’s Bulletin of 
Industry reveals that “the rise 
in home demand is one of the 
main factors in the three per cent 
rise in industrial production in 
the first five months of this year.” 

Larger sales of sweets and 
chocolate account for half the 
increase in food eaten, although 
more meat, bacon, and eggs were 
also bought. New car registra- 
tions were nearly 60.000, com- 
pared with about 40,000 in the 
first quarter of 1952. 

Entertainment shows the only 
big drop, reflecting the difficulties 
of the cinema industry. 

Clothing and footwear pur- 
chases, though up, were still 18 
per cent less than in 1951. 

The Bulletin points out that, 
taking into account the fall in 
prices in household goods, the 
quantity sold in April and May 
was probably 20 per cent higher 
than in 19§2. 

But it also warns: “These in- 
creases in consumption involve 
bigger imnorts. Whether in the 
long run we can afford to main- 
tain them therefore depends 
largely on our ability to earn 
more from overseas sales.” 


Full colour in 


Everest special 


The Times Everest Special Sup- 
plement of 24 pages on art paper, 
1S in. x 12 in. including 8 pages 
in full colour, will be published on 
Tuesday, September 22. The price 
will be 3s. 6d, 


Ads. on his car 


Looking for a 
legal loophole 


Lt.-Cmdr. William George 
Boaks, publisher, of Palace Road, 
Streatham, a campaigner for 
equal pay for women, was fined 
£3 and was ordered to pay £4 4s. 
costs at Bow Street Court for 
using a motor car in Parliament 
Street, Westminster, wholly or 
mainly for the purpose of adver- 
tising. 

Evidence was given that his car 
was surmounted by a mast and 
flags, and carried slogans on 
placards. 

Commander Boaks said that in 
a similar prosecution last year he 
tried to get a ruling on the ques- 
tion of what was advertising. 

The Magistrate (Sir Laurence 
Dunne).—What you are really 
interested in is equal pay for 
women, and you are prepared to 
advertise that? Your campaign 
thrives on publicity? 

Commander Boaks. 1 am try- 
ing to find a loophole in the law. 
The real issue is freedom of 
speech. 

The magistrate said: “You can 
go to the High Court and ask for 
a mandate, but it is a fruitless 
way of spending your money. 1] 
honestly advise you to ‘chuck it’.” 


Abbey Fund | drive 


Hereward Phillips has been ap- 
pointed press relations officer for 
the final phase of the Westminster 
Abbey Appeal. Launched in Janu- 
ary to raise £1 million during 
Coronation Year, funds arc required 
to carry out urgent building repairs 
and other purposes. 
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Club News 


Manchester 


a . . . 
Social highlights 
Manchester Publicity Associa- 
tion’s annual general meeting will 
be held on Wednesday, October 7. 
in the Café Royal, Maachester. 
Laurence P. Scott, chairman of the 
Manchester Guardian and Evening 
News Ltd., has accepted an invita- 
tion to continue as president of the 

Association. 

Highlights of the social pro- 
gramme are the Christmas luncheon, 
on December 16, also at the Café 
Royal, and ladies evening, Febru- 
ary 19 at the Midland Hotel, Man- 
chester. 


Dublin 


‘ . 
Club outings 
The new council of the Irish 
Advertising-Press Club, under the 
chairmanship of Horace Denham 
(lrish Press), is already showing itself 
an active body. Through the co- 
operation of the Minister for Posts 
and Telegraphs (Mr, Erskine 
Childers) a visit was paid to the 
two most modern Dublin telephone 
exchanges on Tuesday. 
On Sunday the Club's annual 
outing takes place to Kilcroney, 
County Wicklow beauty spot. 


London 
pam macionel 


AJ . 
Social lunches 
The social committee of the 
Publicity Club of London, believing 
in taking their own medicine, have 
been meeting for lunch every Wed- 
nesday at the Chanticleer Restaur- 
amt, Frith Street. Other members 
of the Club who happen to be in 
that direction around 12.48 «p.m. 
on Wednesdays have been invited to 
join them in this informal activity. 


Primrose path to Yardley’s fame 


The “original” of the Yardley 
lavender - seller actua!ly sold 
primroses, 

This is One of many interesting 
facts brought to licht in The 
House of Yardley, 1770 1953, by 
E. Wynne Thomas. Another is that 
in 1850 Yardley’s exnenditure on 
advertising amounted to £48 
3s. Id. 


The famous flower-se!'er group 
trade mark, adopted in 1913, was 
based upon the picture, “Two 
Bunches a Penny Prim: ses” that 
formed one of a er of 14 
paintings by Francis Wheatley 
exhibited at the Roya! \cademy 
in 1792, 1793 and 17° under 
the comprehensive tit f “The 
Cries of London.” 


“With the cessation 
ties in 1919, Yardleys 
extensive  advertisin cheme, 
making use of these ver-sell- 
ing Londoners, with |! main 
object of fostering an reasing 
the demand for la’ r pro- 
ducts, of which the ¢ ny was 
soon to become largest 
makers in the world amus- 
ingly ironical to reflec it was 
Wheatley’s — eightee: entury 
Primrose Sellers -t! dapta- 
tion involved np le in the 


hostili- 
ned an 


transforming of their wares into 
lavender who were the spear 
head of this campaign: and so 
well known did they become in 
their new Yardley context that it 
is widely supposed that they have 
never had anything else in their 
baskets,” 


Industrial films 
catalogued 

In the belief that “few people 
are aware of the vast wealth of 
documentary film and filmstrip 
which exist in this country to- 
day.” eight Films for Industry 
booklets have been produced by 
the Industrial Service Division of 
G. B. Equipments Ltd. 

Listing films and film. strips 
available for industrial use they 
deal respectively with: The Story 
and Background of Britain and 
her Industries; Manufacturing 
Goods and Services; Transport 
and Communications; Engineer- 
ing and Industry; Building and 
Allied Trades; Chemistry; Busi- 
ness Practice and Factory Organ- 
isation; and Athletics and Sport. 

The booklets are identical in 
format, 
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Claude A. Page 


Ad. director for 
Bachelors Peas 


J. T. Bush has been appointed 
advertising director of Batchelors 
Peas Lid. Mr. Bush has been ad- 
vertising and marketing director in 
Brazil for the Lever and Atkinson 
groups, and was at one time with 
Lintas Lid. He has been with 
Unilever Lid. since 1929 and has 
held appointments with several 
of their companies at home and 
overseas. Announcing the new ap 
pointment, Lt.-Col. Maurice W. 
Batchelor, chairman of the com 
pany, says: “The addition to our 
board of an advertising director 1s 
a further recognition of the great 
importance of the part which adver- 
tising and publicity are playing in 
our business.” 


+ * * 

Claude A. Page has resigned from 
the board of Measham Publications 
Lid., and has also relinquished his 
appointment as advertising manager 
to Measham Motor Sales Organisa- 
tion Lid. He is joining the board 
of Good Publicity Ltd., of Colwyn 
Bay and London. Mr. Page, who 
has been with the Measham Organ 
isation since 1946, was the founder 
and editor of the Measham Maga 
vne and was also responsible for 
orgamsing the annual Concours 
d'Elegance, the Used Motor Vehicle 
Exhibition and other special events. 


Lord Montagu for 
V. and V. board 


Lord Montagu of Beaulieu has 
been appointed a director of Voice 
& Vision Lid. He joined Voice & 
Vision on coming down from 
Oxford in 1949 and has been in 
charge of several important accounts. 
Lord Montagu has recently re- 
turned from a six month's tour of 
the United States and Canada where 
he studied public relations, helped 
in the formation of PR Inter- 
national in New York, the American 
branch of V. and V., and also 
undertook a lecture tour from coast 
to coast on the Stately Homes of 
Fngland. His engagement to Miss 
Anne Gage was announced last 
week. 


7 * * 

Leslie T. Collyer has joined Legget 
Nicholson & Partners as agency 
copy chief. In 1946 he worked on 
the Coty account for D. J. Keymer 
& Co., Ltd., and when he joined 
Lintas Ltd. in 1950 as a. senior 
copywriter he took a major part in 
the creative work on the Wall's ice 
cream “Take It Home” campaign 
and the “Il Spy Bird’s-Fye” quick 
frozen foods campaign. 


* * 

Frank Norall, European manage: 
for the Latin American news- 
magazines, Vision and Visao, leaves 
London on August 21 for New York 
to attend a Vision/Visao advertis- 
ing sales conference. 


J. T. Bush 


G. A. Cooper 


Lord Montagu 
of Beaulieu 


George Abel 


George Abel, who left his posi- 
tion as assistant manager of the 
Scottish Daily Mail to come to 
London at the beginning of the year 
to act a8 liaison officer between the 
Daily Sketch and Associated News- 
papers Ltd., during the period of the 
take-over, has now been appointed 
manager of the Daily Sketch. 


Cooper gets top ad. 
post at Hulton’s 


George A. Cooper, advertisement 
manager of Picture Post, has been 
appointed advertisement controller 
for all the Hulton Press periodicals. 
For the time being he will continue 
as advertisement manager of Pic- 
ture Post, Eagle and Girl. 

Mr. Cooper will be responsible 
for the over-all direction of adver- 
uising policy for Picture Post, House- 
wife, Eagle, Girl, Lilliput and 
Farmers’ Weekly. Reginald Levi 
remains advertisement manager of 
Housewife; Jack Blanche, advertise- 
ment manager of Lilliput; and 
George Hillyar, advertisement man- 
ager of Farmers’ Weekly. 

Joining Hulton Press ia January 
1950 to become advertisement man- 
ager of Lilliput, Mr. Cooper trans- 
ferred to Picture Post at the begin- 
ning of 1952. Previous to joining 
Hultons he was with Creative 
Journals Ltd. as advertisement 
manager of Scope and Sales Appeal. 
Before the war Mr. Cooper spent 
several years in advertising, mainly 
in connection with overseas media. 


Miss Eugenie Howden, formerly 
sules promotion manager, D. H. 
Evans & Co., Lid., has become 
fashion publicity manager with The 
Jaeger Co., Ltd., handling advertis- 
ing, editorial publicity, and fashion 
shows. She was press liaison officer 
with Harrods during their centenary 
period and subsequently did broad- 
casting in the U.S. 

* * * 

John C. Cruickshank has joined 
Napper, Stinton, Woolley Ltd. as 
assistant space buyer. He was pre- 
viously with Smee's Advertising 
Agency, where for three years he 
was assistant to the space buyer. 

* * * 

Reginald J. Jackson, for the last 
six vears advertising manager of 
Associated British-Pathe, has been 
appointed publicity manager of the 
company. He succeeds Euan W. 
Llovd, who left A.B.-Pathe last 
week, Before he joined the R.A.F. 
Mr. Jackson was the account 


executive of one of Greenlys’ big- 
gest accounts—the Paramount Film 
Service Ltd. On being demobilised 
in 1946, he rejoined Greenlys. He 
was appointed assistant advertising 
manager of Associated British-Pathe 
later that year, and six months later, 
when George Mowforth resigned, 
became advertising manager. In his 
new position Mr. Jackson will be 
in overall charge of advertising, 
publicity and exploitation. 


R. L. Ticehurst, secretary to the 
Mayor of Eastbourne, has been 
appointed the town’s director of 
publicity at a salary of £1,100 a 
year. 

* * * 

L. Story has been appointed ad- 
vertisement manager of Tit-Bits in 
succession to S. Brill, who recently 
retired. Mr. Story retains his posi- 
tion of advertisement manager of 
London Opinion. 


New ad. manager for 
‘Reading Standard’ 


Cc. F. Jones, who was assistant 
advertisement manager with the 
Bristol Evening World, has taken 
up the position of advertisement 
manager with the Reading Standard. 
He was in the advertisement depart- 
ment of the Evening World for over 
20 years. 


* * * 

Miss A. W. Dooley has been 
appointed space buyer for Roles & 
Parker Ltd. She succeeds Gordon 
C. Martin who has held this ap- 
pointment for some time, and who 
will now concentrate upon consoli- 
dating the press relations activities 
of the agency. Recently assistant 
space buyer with Napper, Stinton, 
Woolley Lid., Miss Dooley was 
previously with the S. T. Garland 
Advertising Service Ltd.; and G. S. 
Gerrard Ltd. 

* * * 

Kenneth S. Brooks has joined 
Techniview Publications Ltd. and 
will be connected with the develop- 
ment of Production Efficiency, the 
company’s new journal. For the 
past two years Mr. Brooks has been 
personal assistant to the advertise- 
ment manager of The National 
Magazine Co., Ltd. 

* * * 

Terence Davis, assistant account 
executive at the Robert Freeman 
Company Ltd., has joined Lintas 
Ltd. as an accounts manager. 


@ More News About People 
on page 298 


Leslie T. Collyer 


AucustT 13, 1953 


Terence Davis 


Eric N. Burleton, associate director, 

Armstrong-Warden Lid., and Miss 

Pamela Boughton after their wed- 
ding at Pinner Parish Church. 


John R. Kendall and Miss Jean H. 
White, both of Philips Electrical 
Lid. publicity department, at their 
wedding reception. The bridegroom 
is in charge of dealer publicity ser- 
vice; the bride held a_ secretarial 
post in the publicity department. 


(Photo: Eric Ager, Northampton) 


A. G. Cadman (account executive, 
G. S. Royds Ltd.) and Miss Ruth 
M. Berry (of Illingworth, Halifax) 
after their wedding at Park Metho- 
dist Church, Northampton. 
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es A typical every- 
: day scene at the 

= © Good Housekeeping 


ben Family Centre, 


Wothers' meeting at Grosvenor Gardens 2 


They do meet here, regularly—seeking advice at the Good Housekeeping 


Family Centre about everything relating to the well-being of their 
young families. This, like the other Good Housekeeping ‘plus’ — 
the Institute, is yet a further example of the complete faith which 
GOOD HOUSEKEEPING enjoys amongst its readers, a confidence 


which advertisers know is shared by the advertisement pages, where ... 
Every advertisement in... 
\ “IEP np ] 
NEARER IN 
es Anu i 


is (, waranteed 


THE NATIONAL MAGAZINE COMPANY LIMITED - 28/30 GROSVEN |) GARDENS © LONDON © S.W.l 
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AUDITED NET SALE 


| STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD, TOWER HOUSE, SOUTHAMPTON ST., W.C2 
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The latest audited net sale of WOMAN’S OWN is yet further proof of the 
increasing power of this great national weekly for women. The weekly sales 
figure of 2,123,643 shows that advertisers received an EXTRA SALES | 
BONUS OF 169,656 over the last six months! 


The Hulton Readership Survey, 1953, credits WOMAN’S OWN with a reader- 
ship of 5,330,600-THE LARGEST AMONG WOMEN’S PUBLICATIONS. 


ey 


On a net sales basis or a women readership basis, for either 


‘monotone or colour, WOMAN’S OWN more than maintains 


its position as the most economic publication in the mass 


circulation, full colourgravure field ! 
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The shape of things to 


come in research 


Cover of No. 52 of “Publimondial,” 

French publicity and graphic art 

magazine, has been designed by an 

Englishman, Stan Krol, and printed 
by W. S. Cowell Ltd. 


. . 
British art for 
. 
French readers 

There is a strong British ele- 
ment in the current issue of 
Publimondial, the French publi- 
city and graphic art magazine. 

The cover is designed for the 
first time by an Englishman, 
Stan Krol, whose work, with 
many illustrations, is the subject 
of an appreciative article by 
Jean Picart-le-Doux, a leading 
commercial artist, 

The issue also reproduces six 
Winning entries in the Inter- 
national Poster Competition, 
organised by the British and 
London Poster Advertising As- 
sociations. 


‘Portland Bill 


makes his bow 


A new character has appeared 
to join Mr. Cube, Mr. Therm and 
the many other popular figures in 
the realm of pictorialised statis- 
tics and information. 

He is Portland Bill and he has 
been “thought up” by H. S. 
Ruggles, publicity manager, The 
Cement Marketing Co., Ltd., to 
make the facts and figures of the 
record year enjoyed by the Blue 
Circle group of cement companies 
even more palatable to employees 
and stockholders. Shaped like a 
bag of cement, plus arms and 
legs, Portland Bill has a_ blue 
circle on his chest. 


A leaflet-dropping test to 
determine factors governing 
the speed, intensity, and effec- 
tiveness of propaganda diffu- 
sion has been carried out by 
the University of Washington 
Public Opinion Laboratory. 

This test was merely one fea- 
ture in a Wellsian vista opened 
up before members of the Mar- 
ket Research Society, in London, 
in a talk by Dr. Stuart C. Dodd, 
the Laboratory’s director. 

Among other features now 
being planned he described: 

First, an international surveying 
agency which would periodically 
keep its finger on world opinion 
by means of international polls. 
Unesco was interested in this 
project. A manual for inter- 
national survey was being 
designed as a preparatory step, 
said Dr. Dodd. These surveys, 
he believed, might provide a 
“demoscope” that might achieve 
for the social sciences what the 
microscope did for biology or the 
telescope for astronomy. 

Second, the development of a 
“word scale” to express degrees 
of opinion with much greater uni- 
formity and accuracy than at 
present, Electronic translators 
which in a few seconds could 
translate a newspaper text into 
twenty or thirty languages were 
also mentioned by Dr. Dodd. 


Testing a slogan 

The third line of investigation 
was into human values. What 
did people live for? What did 
they most want, and in what 
order? What were the different 
things they wanted in different 
cultures and what were those 
common to all cultures? In con- 
sidering changing their jobs, for 
instance, were they influenced by 
the desire for security, or for 
higher wages, or by the desire to 
stay with their friends in their 
job? 

The investigation into propa- 
ganda diffusion described by 
Dr. Dodd, involved, under care- 
fully controlled conditions, the 
dropping of leaflets inquiring 
whether the recipient had heard 
of a new slogan for a brand of 
coffee. Of interest to advertisers 
was the possibility that a “stimu- 
lus” (either in radio time, news- 
paper space, etc) might have to 
increase in geometrical progres- 
sion in order to obtain a 
response-increase in arithmetrical 
progression—that is, in order to 
add to the response it might be 
necessary to multiply the stimulus. 
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Considerable interest is being 
aroused at major county and agri- 
cultural shows by Spratt’s Patent 
Lid’s new mobile show stand. 

The trailer, which is built on a 
Carrimore chassis, has been con- 
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Will bring in 


novelties from 


overseas 


Some of the best display novel- 
tics in use in-the United States 
and on the Continent are to be 
introduced into this country by 
Leon Goodman, 

He has set up a new company, 
Leon Goodman Agency Ltd., 
which at present is working on 
prototype models and negotiat- 
ing for patents. Co-director is 
Douglas Roberts, a former 
European manager of Trans- 
Canadian Airlines. 

Mr. Goodman told ADvER- 
TISER’S WEEKLY that it was too 
early to give any specific details 
but work was progressing on 
several items which had been very 
successful abroad, One was con- 
nected with theatre advertising 
and another was associated with 
self-service. 


The new company has a 


nominal capital of £1,000. 


T. B LAWRENCE LTD. 


structed to the designs of Spratt’s 
advertising department by Alfred 
Walker Coachbuilders (1934) Ltd., 
of Watford. It is so designed that 
it converts into a_ self-contained 
exhibition stand, 
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FOOTWEAR: JOINT 


PUBLICITY URGED 


Joint publicity for the footwear 
industry is suggested in a review 
of productivity in the industry 
published by the British Produc- 
tivity Council. 

After stating that the produc- 
tivity team that visited America 
made this suggestion as a means 
of maintaining sales on the level 
of an estimated demand, the 
review comments: 


“Although estimation of de- 
mand is considered impracticable, 
serious consideration has been 
given to this form of publicity 
for the industry, especially since 
a number of other industries have 
practised joint publicity for some 
time. The advent of such popu- 
lar domestic appliances as wash- 
ing machines and television sets 
brings the danger for the basic 
consumer goods industries that 
the proportion of income ex- 
pended on, say, clothing, foot- 
wear or furniture might decrease.” 
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The list of subscribers to LIFE inTERNATIONAL FOITIONS reads like an 
international ‘Who's Who’. It contains the names of men and women 
who control the trading policies of business, industry and government in 
many paris of the world. Large numbersof them subscribe to the English- 
language edition which circulates in more than | "0 countries outside the 
U.S. and Canada, while many others, in Latin America, receive the new 
Spanish-language edition. These people are responsible for large-scale 
purchases of capital goods. Their homesare open {0 ull that is best among 
the accessories to fine living. Once a fortnight they see the advertise- 
ments in LIFE INTERNATIONAL EDITIONS representing the world’s most 
outstanding companies and products. An advertising Campaign in as- 
sociation with LIFE iNTERNATIONAL’S other wel!-known advertisers will 
interest these people in your company or products. The Advertisement 
Director (Grosvenor 4080) will gladly send you further information 


nternationa 


LIFE IN ENGLISH — approximately 300,000 
copies in English circulating in 120 countries 
outside North America. 


LIFE IN SPANISH— approximately 
215,000 copies in Spanish circulating in 
Central and South America 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine. 


LIFE BUILDING, NEW BOND STREET, LONDON, WI 
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LET THEM SEE IT 


Ihe competitive TV controver- 
sialists appear to be agreed on 
one point: the public are en- 
titled to more information on 
the form it would take in 


there be than the forthcoming 
Radio Show to demonstrate to 
viewers what they may expect? 

It would be simple to prepare a 
programme in accordance with 
the Code of Ethics proposed by 
the LS.B.A. and LILP.A. for 
showing on a closed circuit, 

This could be made an occasion 
for demonstration of the good 
taste of British advertising. It 
would certainly give the Radio 
Show a big boost and pull in 
the public. 


JARGON 


Dr. Stuart C. Dodd, director of 
the University of Washington 
Public Opinion Laboratory, 
has been talking to the Market 
Research Society in London 
about “demoscopes,” “multi- 
plied stimulus” and “response- 
increase” in arithmetical pro- 
gression. 

He was referring to a proposed 
manual for international re- 
search, repeat advertisements 
and the fact that sales increase 
in proportion to the publicity 
effort, 

The jargon of market research 
sometimes tends to make the 
subject incomprehensible to all 
but the exoerts. This essential 
service would surely be more 
easily sold) to doubters in 
in simple, understandable 
English. 


CHALLENGE 


The Treasury's “Monthly Bul- 
letin for Industry” draws at- 
tention to the fact that “with 
many kinds of engineering 
goods” there have been “sig- 
nificant falls in the quantity 
exported as well as in value.” 

At the same time we have the 
news that production is increas- 


ing. 

The fact is that an acute market- 
ing problem is developing as 
America and Germany pene- 
trate our selling areas. Here 
is a challenge that advertising 
mus¢ meet. 

Overseas markets must be studied 
more closely and realistically; 
trade fair opportunities must 
be more skilfully exploited; 
and technical advertising must 
be improved, 
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HERE are only two basic 
costs to business manu- 
facturing and distributing. 

New methods are constantly 
being devised by the industrial 
engineer, the time and motion 
study experts, the product effi- 
ciency and manufacturing engi- 
neer to devise new products and 
to bring about continuing reduc- 
tions in manufacturing costs. The 
skills and the knowledge of the 
physical scientists have for years 
been effectively utilised at the 
manufacturing level. 

Isn't it reasonable to assume 
that the skills and the knowledge 
of the social scientists could be 
just as effectively utilised in busi- 
ness, particularly in the field of 
advertising, and directed toward 
the eventual reduction of selling 
costs? Is there a body of know- 
ledge which will help advertising 
serve 4s a more effective voice 
for business and industry? 

What does advertising need to 
know? Basically, | have reason 
to believe it needs to know, in 
the most intimate and vital sort 
of way, the secrets of human 
communications—a 20th Century 
up-to-date, better understanding 
of the mysteries of the human 
mind. 

Un until the present time, ad- 
vertising has had available to it, 
for the most part, only the con- 
ventional techniques of commu- 
nication. Even to-day, many text 
hooks confine themselves basi- 
cally to the mechanical aspects of 
constructing an ad, of nutting on 
1 television or radio show, of 
merchandising, marketing, — re- 
search, cony and art. 

Fortunately, there is a large 
literature, ready and waiting for 
people in) the communications 
field, which they may study and 
profit. In its broad outlines, it 
is known as the “social sciences.” 
it is a relatively youne field 
but it is a growing one, not to 
be used as a substitute but as 
an insorration for thought. Mem- 
bers of denartments of sociology, 
anthropology, osychology, and 
psychiatry are continually reveal 
ing new insights into the deep 
mysteries of the human mind and 
personality and develoning more 
precise ways of approaching 
these problems, 

Ihe sociologist, like the physi- 
cal scientist, is above all a skilled 
observer. He looks for trends in 
social feelings and ideas just as 
the economist looks for trends in 
the market 

The psychologist and psychia- 


by 


EDWARD H. WEISS 
president 
Weiss and Geller Inc. 


trist who concentrate on the in- 
dividual, while concerned with 
group environment too, especially 
in its interaction with the indi- 
vidual, add the plus factor of the 
“unconscious motivation” of 
man. Here ts the third dimension 
of the social sciences in depth. 
A probing beneath the surface 
into the real reasons motivating 
people. 

I wonder if so much of our 
advertising expenditure to-day 
isn't being misdirected because 
our campaigns are not based on 
a real understanding of human 
needs? So much of our adver- 
tising depends on ancient stereo- 
type and formulas. 

Fortune magazine has stated: 
“The language of advertising is 
no longer manipulating the cus- 
tomer. It's not even making him 


AucGust 13, 1953 


For the first time G@GDEST COLUMN comes from Chicago 


he quest for new ideas 


mad. It’s just boring hell out of 
him.” 

Fortune is only partly right. 
The language of advertising is 
indeed a bit time worn, but it's 
more likely that the advertising 
ideas have become sterile, not 
the words. 

To revitalise its sources of 
fresh, new, exciting ideas, adver- 
tising can no longer depend upon 
creative intuition alone. Certainly 
it is true that in the past success- 
ful campaigns have been created 
without benefit of social science 
research. And. of course, there 
will be others in the future. But 
to-day the stakes are too high. 

There are now available new 
and untanned sources of under- 
standing human behaviour from 
which fresh ideas can be created 
These new fields of knowledge. 
these new areas of deeper, truer 
understanding of how to influ- 
ence human behaviour . . , have 
now reached the point where 
they can be effectively applied to 
assist in the creation of new and 
more effective advertising. 


Jo-morrows TOPIC 


@ Sponsored film producers 
and users will study the 
findings of a survey being 
conducted by doctors and 
psychologists into the effect 
3-D films have on cinema- 
goers. 


@ Branded flowers are being 
introduced by nursery grow- 
ers. A Middlesex firm is 
marketing pre-packed car- 
nations, and indications are 
that the practice will spread 
rapidly. 


@ Lawyers are expecting a 
considerable number of 
prosecutions to follow the 
operation of the Merchan- 
dise Marks Act next Febru- 
ary. Trade associations will 
Inthiate actions. 


@ The ending of food ration- 
ing will lead to rapid ex- 
pansion of self-service in 
Britain, with consequent de- 
velopments in packaging 


and point-of-sale 


display 
material. 


@ More advertising agencies 
are to expand into the Mid- 
lands — and not necessarily 
Birmingham. 


® British airline operators are 
studying the results of an 
American PR experiment 
with music-while-you-fly on 
first-class flights. 


@ Ford's are preparing to ex- 
pand their activities in 
world - wide farm equip- 
ment markets. Combines 
and balers are to be added 
to their tractor range. 


®@ Commercial radio covering 
Britain will be rapidly over- 
hauled if competitive TV 
comes. Figures from the 
U.S. show the trend: TV 
bookings went up 41 per 
cent last year while radio 
slumped 104 per cent. 
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GEORGE BULLOCK 


Advertisement Manager MET. 8282 
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CREATIVE wt PROMOTION 


The Astral Arts Group of Associated Companies 
offer a complete service for the design and 
production of modern planned Sales Promotion 


# 


Catalogues, Leaflets, Publications, Posters, 
Point-of-Sale, Display, Exhibitions 
and Sales Aids 


Vv 
Astral Arts Group Ltd 


and Associated Companies : 


MERCURY DISPLAYS LTD - ATLAS PHOTOGRAPHY - ANVIL PRESS 
ART PLASTICS STUDIOS 


171 New Bond Street, London, ‘V.1 


Grosvenor 8711 (ten lines) 
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HOW AND WHY MARKETING 
RESEARCH HAS GROWN 


In this article our contributor RESEARCHER reviews the various factors which have 
brought marketing research to such prominence. He warns that the days are fast 
disappearing when clients are prepared to accept research of doubtful quality and points 
out that the way to keep research costs down is to keep all denartments fully occupied. 


N an article in ADVERTISER'S 

Weekty on April 16, Dr. 
Henry Durant pointed out the 
rapid growth in marketing re- 
search work which has taken 
place since 1945. 

In particular, he noted the in- 
crease in the number of special- 
ised agencies which each offer 
some particular research service 
to marketing and advertising per- 
sonnel. Thus, the Nielsen Shop 
Audit traces the movement of 
goods into and out of the retail 
trade; the Attwood Consumer 
Panel and the Brand Barometer 
operated by Sales Research Ltd. 
concentrate upon the customer's 
take-up of the goods; while the 
urpose of the Field Readership 
ndex is to measure the effective- 
ness of press advertising. 

Careful examination of these 
developments, however, makes it 
clear that they have mainly taken 
the form of a wider application 
of existing methods of research 
rather than that of introducing 
new research techniques, (There 
are exceptions, notably that of 
Group Discussions about which I 
have written, but the statement 
is, | think, broadly true.) Hence, 
we must look for an explanation 
in terms of an increasing number 
of firms making greater use of 
the whole range of research tools. 
This article touches on a few of 
the reasons why. 


A widening gap 

First, | would suggest we have 
to go back a litthe way in our 
industrial history and trace the 
growth of large scale manufac- 
turing processes. Scientific man- 
agement has produced a greater 
realisation of the economies to be 
obtained from specialising on a 
comparatively narrow range of 
goods and producing them in 
such quantities that the cost per 
unit is lowered appreciably. This 
process also has its disadvantages 
and, not least amongst these, is 
the widening gap which it has 
caused between the producer and 
the ultimate consumer. 

Gone are the days when one's 
customers lived just around the 
corner and were likely to be vocal 
if the goods did not comply with 
their requirements. Now the 
maker and his customer tend to 
be widely separated, not only by 
physical distance but by a chain 
of middlemen. The result is that 
complaints, unless unusually 
serious, are slow to trickle back, 


with a consequent loss of good- 
will during the period before 
matters are put right. Remember, 
too, that with the advent of more 
complex and intricate products, 
the manufacturing process may 
also take a long time and this 
makes jt even more important 
that any weaknesses noticed by 
customers should be rectified. 

As a final word on this theme, 
it will be appreciated that the 
wider market achieved by mass- 
produced articles introduces a 
further complication in that it 
becomes more difficult to inter- 
pret customers’ reactions. For 
example, just how much weight 
should be attached to the argu- 
ments of a particularly vocal 
wholesaler? How many con- 
sumers does he really represent? 
Might it not be that the changes 
he advocates would antagonise 
the remainder of one’s customers? 

So it is that an increasing 
number of manufacturers, in 
their search for more intimate 
links with the ultimate con- 
sumers of their product, have 
come around to the view that 
marketing research is the best 
method of providing accurate 
data on what the customer 
really does want. 

Second, | fee] that in many 
consumer goods industries we are 
rapidly approaching the stage at 
which manufacturing costs are as 
low as they are likely to be in 
the foreseeable future. The scien- 
tific approach to production 
problems provided by time and 
motion study, more accurate 
methods of cost accounting, 
Government and privately owned 
research laboratories, the Anglo- 
American productivity teams, and 
so on, have all contributed to- 
wards minimising production 
costs. It is probably true to say, 
therefore, that the possibilities of 
future economies in this direction 
are becoming increasingly limited. 

Nevertheless, it is still vital that 
the cost, not only of our exports, 
but of goods designed for the 
home market, should be kept to 
a minimum. 


Distribution cost factor 


Examination of how the retail 
prices of a variety of products 
are made up is illuminating, for 
it is readjly apparent that the 
retail price is often more than 
twice as much as the cost ex 
works. The difference consists of 
what are broadly called the dis- 
tribution costs. These may be 
conveniently divided jnto—the 


wholesaler’s and retailer's profit 
margin, the advertising appropri- 
ation, and the cost of transport. 
Since these distribution costs now 
account for the lion’s share of 
the retail price of many products 
it is clear that they offer most 
scope for economies. 
Market Research has stepped 
in here by trying to provide a 
more scientific basis for the 
allocation of advertising expen- 
ditures, inquiring into which are 
the most efficient and reliable 
channels of distribution (i.e. 
direct—through — retailers, or 
indirect—through wholesalers), 
and examining whether delivery 
methods can be streamlined. 


Incomes levelled 


Third, | would put the changes 
which have occurred in the dis- 
tribution of income in _ this 
country since 1938, coupled with 
the high degree of employment. 
Broadly speaking, there has been 
a transfer of wealth from the 
upper and middle income groups 
to the lowest income group, the 
process being described as “level- 
ling up” or “levelling down” 
according to the political com- 
plexion of the speaker. But 
business firms cannot afford them- 
selves the Juxury of philosophising 
over the desirability or otherwise 
of such changes; they are too 
busy calculating the influence of 
such changes on the demand. 

One of the most significant 
effects has been that products 
which were formerly considered 
only within the means of the 
“well-to-do” are now’ widely 
bought by the working classes. 
A survey conducted by the 
B.B.C. audience research unit, 
for example, revealed the enor- 
mous number of television sets 
to be found in council estates and 
semi-slum areas. This phenome- 
non doubtless owes much to the 
growth of hire purchase agree- 
ments, but nevertheless the 
weekly repayments are substantial 
enough to demand a reasonable in- 
come on the part ofthe purchaser. 

The greater purchasing power 
of the working population also 
owes something to the number of 
married women in full or part- 
time employment, and the higher 
wages now commanded = by 
youngsters on leaving school. 
Both these factors have resulted 
in a higher total income per 
family, which means that  indi- 
vidual members of the families 
concerned, especially the younger 
ones, have to contribute propor- 
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tionately less towards the “house- 
keeping money.” Probably these 
young folk are left with more 
spare cash, on the average, than 
nearly every other section of the 
population. The money in their 
pockets and handbags represents 
a lucrative source of revenue to 
the discerning manufacturer. 
How that market can best be 
tapped is a question to which 
marketing research is providing 
vital answers. 


The ageing population 

Fourth, there is the changing 
age structure of the population, 
which also exerts a slow but per- 
ceptible pressure upon the rela- 
tive demand for different pro- 
ducts. The increase in the birth 
rate during and immediately after 
World War II has proved to be 
only a temporary one and the 
long term decline, which started 
at the end of the last century, has 
again set in. Added to this, we 
have the improvement in living 
conditions, in public health, and 
in medical science, which have 
drastically curtailed the death 
rate and have steadily prolonged 
the expected span of life 

These events have not a 
situation in which the population 
level will shortly become static 
and then decline; a population, 
moreover, of which old people 
form a steadily increasing pro- 
portion. Not only does this 
throw an extra burden on the 
shoulders of the younger workers, 
but it also means that manufac- 
turers have to adjust their mar- 
keting policies to take account of 
the changes which will occur and 
are occurring in the nature of the 
goods demanded 


Tricks of the trade 


The above factors represent 
only a selection from those which 
have helned to create the wider 
demand for marketing research 
now so much in evidence. This 
development has been to the 
mutual benefit of both re- 
searchers and their clients. 
Rapidly disappearing are the days 
when the latter accepted research 
of doubtful. quality. Experience 
in commissioning research has 
made them wise to the tricks of 
the trade and, sneaking person- 
ally, | now find it extremely 
stimulating to be able to discuss 
&@ project with someone who does 
not first have to be taught the 
A.B.C. of marketing research. 

It is certainly conducive to a 
higher standard of accomplish- 
ment on the part of agencies. 

Another effect which has 
favoured both sides of the re- 
search fence concerns the all- 
important question of costs. Run- 
ning a research department is an 
expensive business. The over- 
heads account for a large part of 
the exvenses and the cost per 
marketing research project can be 
reduced appreciably if there is a 
sufficient influx of work to ensure 
that all sections of the depart- 
ment are kent fully occupied. 
Truly, the quantity discount sys- 
tem onerates even in the rarefied 
atmosphere of research, 
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Your Salesman makes his entrance 


Here is one salesman who news is so complete, accurate and 
always gets in; who reaches __ well-informed the ‘linancial Times” 
the busiest executive and __ is essential to Top \lanagement. Put 
the most inaccessible dir- its advertising columns to work for 
ector every day ; is welcomed by you and you can be assured of getting 
them and listened to with respect. into thousands of offices where im- 


Because its reporting of business portant buying do sions are made. 


* 


FINANCIAL TIMES 


reaches Top Management every «1 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72 C( 'AN ST., LONDON E.C.2 
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Because it is the 
basis of much 
advertising work 
BRIAN HILTON 
in his 

PRINT REVIEW 


urges that 


HEN I told the principal, 

instructor and students at 
the Birmingham College of 
Arts and Crafts why I regretted 
that book layout was not 
covered in the typography 
classes, | had an idea it would 
not be long before I could 
demonstrate my point. Now 
I can. 

But first, a little background. 
I had been invited to the College 
to see the first year’s work of a 
new course in commercial typo- 
graphy, because | hall had a hand 
in planning the syllabus. 

1 was able to tell the students, 
with complete sincerity, that the 
standard of work for a first year 
course was remarkably high. It 
was evident that in Jan Blom- 
berg the class has a teacher of 
distinction, Too often, alas, 
Shaw's dictum that those who 
can, do, and those who can’t, 
teach, is true of instructors in 
commercial art. Mr. Blomberg 
both can and does, for he is typo- 
graphical chief at Longley’s the 


THE SELL 
IN KENT 


LONDON: 
80 FLEET STREET 


ING FORCE 
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Book layout 


should be in 
the syliabus 


Birmingham advertising agency, 
Incidentally, his Dutch accent 
lends piquancy to his lectures, and 
his knowledge of the work of the 
Bauhaus schoo] gives background. 

The work of the class covered 
all kinds of commercial typo- 
graphy, but omitted book layout 
(though this branch is covered 
elsewhere in the College), 

Book typography is the basis 
of so much advertising work that 
it should be in every syllabus — 
if only for such matters as read- 
ability of type, matching type to 
paper, the weight and colour of 
type, margins and title pages. 

Every advertising department 
and agency has from time to time 
to produce a book, if it is only a 
jubilee story. The typographer 
should not have to fumble. 

* * * 

TO RETURN to the beginning, in 
the batch of print before me are 
several books, ranging from an 
enormous volume to a printer's 
list of typefaces. 

Now, the man who had studied 


> tf 


HEAD OFFICE: 
MAIDSTONE 
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hese pages contam a tumble trrbute 


; to WHetogtlayesww Queen Clsabeth the 


*crond from the Directors and Stall of 
The Hoosrrae Tere and Raber Company 
(reat Uetam) Lowited to commemorate the 
lustosic occasion of Wer Aracious sayesty's 


Opening page of 
the Goodyear 
brochure “The 
Eagle in  Page- 
antry,” described 
by Brian Hilton as 
“amongst the best 
of the year.” 


book typography under a com- 
petent teacher would not have 
printed Bembo on art paper, as 
in Wool in the World Today, \ 
suspect that the designer was led 
astray by the charm of the Chan- 
cery italic, which has seduced 
many men from the straight and 
narrow path of typographic 
purity, for he has used the italic 
for long and frequent captions 
under the many half tones (which 
must have dictated the use of art 
paper). 

Wool in the World Today is 
the title, printed bold on the “dust 
jacket” or wrap round cover of 
the book. This title appears no- 
where else, not even on the title 
page. The cover proper carries 
only the sheep symbol of The 
International Woo! Secretariat, 
blind embossed. The title page 
bears only the names of the Sec- 
retariat and The Wool Bureau 
Inc., printed twice, once big and 
once small with the words Annual 
Review 1952-3 between them. If 
the dust cover comes off the title 
is lost. Such disregard of con- 
vention would hardly have been 
possible in one trained in the 
great tradition of book design. 

* * * 

GoopyearR Tyre and Rubber 
went to town with a Coronation 
period brochure. The piece 
measures 15} x 11, and consists 
of 16 sheets of heavy cream cover 
board, leather grained, bound in 
overlapping covers and tied with 
a royal blue silk ribbon. The 
cover has a drawn border an inch 
wide in maroon and gold, the 
panel thus enclosed is decorated 
with gold fleur de lvs in a repeti- 
tive pattern, the title The Eagle 
in Pageantry is lettered in maroon 
and gold. Very smart. The first 
eight pages are printed in black 
letter, and although the size is 
large, in the mass it makes diffi- 
cult reading, especially on the last 
four pages where the lines are 
rather too close together. I al- 


Coronation. m Westminster Abber on the 
second bar of June in the pear one thousand, 
nine hundied and titi three 


ways hesitate to use more than 
six lines of black letter and then 
like to have at least 36 pt. leading 
between 30 pt. lines of type. 
These pages contain quotes from 
speeches by Elizabeth I, a colour 
map of the Coronation route, and 
an article about the College of 
Heralds. 

On the last eight pages are 
reproductions of colour ads from 
the Goodyear series on eagles and 
their place in coats-of-arms. 

The colour work is magnificent 
(printer is Howitt of Notting- 
ham), and this book must be in- 
cluded amongst the best of the 
year, even though the temptation 
to print it on a white hand-made 
paper instead of a tinted embossed 
cover board might not have been 
resisted by some good designers. 

* * 


Sir Joserpn Causton & Sons 
Ltd., have taken great pains to 
show that 


photographic _ trans- 
parencies lend themselves to 
quality reproduction, and_ that 


their brightness given by trans- 
mitted rather than reflected light 
can be reproduced in normal 
print. 

Causton’s used a transparency 
of a flower subject for their calen- 
dar. Feeling that this demonstra- 
tion could usefully be followed 
up by an exposition, they have 
bound up as an enormous book 
22 x 174 the progressive sequence 
of colour sheets taken from the 
actual run of the calendar. Inter- 
leaved are slips carrying brief ex- 
planatory notes on each of the 
six workings an orange and a 
mauve being additional to the 
standard four. 

* * * 

AND TALKING of calendars, Wil- 
liam W. Cleland, Ltd., have just 
distributed theirs. It covers the 
period June 1953 to May 1954. 
Coming fresh now, it will make 
a change on an office wall. Mid- 
summer publication — certainly 
sidesteps competition. 
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Up. Up and still UP! 
Advertiser’s Weekly 


NET SALES REACH 


COPIES Per 
ISSUE* 


*A.B.C. Certified 
net weekly sales 
for the period 
January — 
June 1953. 


ADVERTISER’S WEEKLY keeps Advertising executives fully in 
the picture—of people and products, of markets, media and methods; 
it speaks with the voice of authority. based on forty years’ service to 
Advertising and Marketing, and reach: far more buyers of Advertising 


Everybody in space and services than any other journal. 
ADVERTISER’S WEEKLY is read by the people who count in 
Advertising: FIVE out of every Tl‘ copies go to National and 


Advertising 


out of every TEN copies go to 
buyers of space, services and material-. 


Advertiser's 
Weekly 


reads 


Devoted exclusively to Advertising an’ Marketing 


ADVERTISER’S WEEKLY, 180 FLEET STREET, LONDON, E.C.4 (EL. CHAncery 8844 
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Trade Press Viewpoint... 
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--- by SCRUTINEER 


Editorial ‘puffs’ are no substitute 


LL CONSCIENTIOUS ad- 
vertising men and journ- 
alists obviously appreciate any 
steps which are taken to put 
businessmen on the right lines 
where the thorny problem of 
editorial publicity is concerned. 
Unfortunately, there are a few 
trade journals which appear to 
print anything and everything 
which advertisers or _ their 
agents request. And so often 
nothing is done to even dis- 
guise these blatant “puffs.” 

To me, this sort of thing is 
nauseating in the extreme, and 
let there be no mistake about it, 
readers don’t like it, either—cir- 
culation figures soon prove that! 

To the Soft Drinks Trade 
Journal goes the credit for pub- 
lishing the best article on the 
subject | have seen for a long 
time. It comes from the pen of 
David Woodruff, and is one of a 
series On advertising for the 
manufacturer, 


* * * 


The article comes straight to 
the point: 

“There is a lot of fierce talk 
about editorial publicity on 
both sides--from the news- 
papers, magazines, films and 
picture agencies who are the 
vehicles for it, and from the 
gentlemen who stimulate it and 
often provide it. Some of 
these gentlemen have some very 
high-falutin’ titles to disguise 
their perfectly legitimate liveli- 
hood, why I don’t know! Yes, 
there is no doubt that editorial 
publicity can cause severe rises 
in the blood pressure of a great 
many people when it is men- 
tioned.” 

And how's this for 
advice : 

“Do not imagine that you 
have any ‘pull’ or any unwritten 
rights to editorial space, be- 
cause, maybe, you are spending 
£x with this or that publica- 
tion in paid-for space. If it 
is news, it will appear, but if it 
isn’t, don't expect it or talk or 
think about quid pro quos— 
you'll be shown the editorial 
door if you do. And fair 
enough, I say, for if you are 
merely out to plug your pro- 
duct with some sort of puff 
a story which is merely a dis- 
guised advertisement for you— 
then you deserve all you get! 
Would you give a newspaper 


sound 


editor, or his staff, discounts or 
free samples, or anything else 
you manufactured just because 
they bought your products? I'm 
sure you wouldn't, and likewise 
you can't expect free gifts in 
return for your advertising —in 
the form of free puffs from the 
newspapers.” 

After detailing items which 
might “stand the searchlight of 
editorial scrutiny,” the writer 
concludes : 

“I feel that, like paid-for ad- 
vertising, editorial publicity 
needs the experts’ touch to put 
it across, but don’t be put off 


for orthodox advertising 


sonal example set by Mr. Garrett, 
together with the tradition of in- 
tegrity he maintained and the high 
standard of clarity and precision 
he established “will always be 
among the guiding principles of 
those who carry On after him.” 

A nice tribute and a timely re- 
minder that there is a lot more 
involved in the production of a 
trade journal than‘ the printed 
pages may often suggest. 


GOODWILL 


SUGGESTION that the 
wholesale manufacturers of 


Reviewing the trade press this month our contributor 
draws attention to the dangers inherent in “puff’’ editorial 
matter. Such a practice, he asserts, leads to a drop in 
circulation and, in the end, is no service to the advertisers. 
Also broached is the thorny problem of dividing advertising 
budgets between gift campaigns, retail displays and press 
advertising. The value of frequent changes in window 
displays is emphasised. In retailing, it is maintained, there 
will be little success without the eye-catching, inviting 
displays of merchandise to lead people inside the store. 


because of that; it can be done, 
and often is successfully done, 
by someone inside the firm. In 
either case, it is well worth 
doing, and well worth study- 
ing.” 


NEW PHASE 


HE retirement of P. L. 
Garrett from the editorial! 
chair of the Jronmonger which he 
had occupied for the past 20 
years, gave that paper an opportu- 
nity of telling its readers some- 
thing about the man at the helm, 
and in so doing, putting over a 
useful bit of propaganda for itself. 
Of Mr. Garrett, readers are told 
that he has fulfilled with unique 
distinction the functions peculiar 
to the trade journalist—namely, 
those of guide, philosopher and 
friend to individuals and institu- 
tions, as well as recorder and wise 
critic of events. And he has ever 
had time to give sympathy and 
often help to the young man start- 
ing out, the smal] trader with a 
personal problem, or the associa- 
tion member enmeshed in the in- 
tricacies of trade politics. 

It is added that a change of 
editorship inevitably means the 
beginning of a new phase in the 
life of a newspaper, but the per- 


men’s clothing might embark on 
some form of national advertis- 
ing in conjunction with the Inter- 
national Woo! Secretariat, brings 


this comment from Men's Wear: 
“Obviously, a consumer cam- 
paign to create greater interest in 
men’s wear must have some bene- 
ficial results, but these would be 
nullified without the co-opera- 
tion of the retail trade. Before 
embarking on a promotion of 
this kind the manufacturers’ 
federation should ascertain that 
everything possible has been done 
to secure the goodwill of retailers. 
They, after all, are the manufac- 
turers’ Only direct link with the 
public. 

“The clothiers are not suffer- 
ing from a diminishing demand 
for their products. Their task is 
to encourage men to buy a bigger 
variety of apnarel. Manufac- 
turers must first of all sell the 
idea to the retailers, and give 
them the support that would help 
them to increase sales.” 


PROBLEMS 


HAT the marketing of a new 
range of merchandise pre- 
sents its own very different prob- 
lems to manufacturers and 
retailers is illustrated in Chemist 
and Druggist, which puts forward 
both points of view in the publi- 
cation of correspondence be- 
tween a retailer with two phar- 
macies and the makers of a new 
perfume. 
The retailer wrote that, having 


You Order 
today. 


‘ 
we deliver temorrow 
morning ~— BARLY 


ne. a 
feo rtm Fam 


EXPLORATOR 


LSUFPit Ane onuavear) 
SERVICE 


This double- page spread advertisement was spotted by Scrutineer in 
Fish Trades Gazette.” For a clean, factual and straight to the point 


announcement, it takes a lot of beating, he feels. 


The theme “From 


sea direct to counter’ is most effectively conveyed by the use of the 


well-prepared illustrations—and the dotted line. 
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. . . With your dealer aids and consumer advertising. 


Help him but don’t bully him. He’s a pretty cute 


business man and prefers to deal with people who 
work with him — not those who try to make him 


work for them. 


Make friends with the retailer and 
keep it that way. 
Get in with the trade in 


THE DRAPERS’ RECORD 
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229/231 High Holborn, London, W.C.1 
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Nevin D. Hirst 


(Advertising) Ltd. 
Leeds and London 


for 


ULTRASONICS LTD 


to reach makers of preserves, 

pickles, milk products, soups, pastes, 

and all foods which involve a 
manufacturing process. 


FOOD MANUFACTURE 


Stratford House 
Eden Street - London « N.W.! 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


OVERING a new world 

industry of the sctence 
and chemical treatment in 
the production and usage of 
FIBRES, Natural and Syn- 
thetic, giving each month a 
review of the latest technical 
developments all over the 
world in materials, machinery 
research, chemical applica- 
tions, methods of laboratory, 
factory and mill practice. 


FIBRES 


NATURAL AND SYNTHETIC 
ts another publication of the 


LEONARD HILL 
TECHNICAL GROUP 


MANUPACTURING CHEMIST 
PIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS ATOMICS 
FOOD MANUPACTURE 
POTTERY AND OLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden Street, Londen, N.W.1 
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Display tips for retailers 


been told that the manufacturers 
intended to spend £100,000 on 
advertising, he wondered whether 
they could spare another £50,000 
for an entirely new idea, bearing 
in mind that the link between the 
advertising and the public is the 
stock in every shop; or alterna- 
tively halve the original adver- 
tising space to find the £50,000. 
The letter went on: “I am led 
to believe that there are 22,000 
chemists’ shops in the country to- 
day, therefore an initia] stock of 
£2 worth placed in every shop 
free, except for purchase tax, 
would cost you £44,000, plus 
handling charges; but the fact is 
that the merchandise would be 
easily and very well distributed. 
1 am making this suggestion to 
you particularly in view of my 
feclings about taking on new 
lines; bearing in mind the unfair 


Specimen copies on request 


“With few exceptions the 
goods that get the best dis- 
play inside shops are those 
which have to be near at 
hand because the public con- 

stantly ask for them.” 


method of reducing purchase tax 
and the fact that I also fear 
basic price reductions in the next 
twelve months, 

In their reply, the makers said 
they had always been interested 
in trying to develop some scheme 
which would give them a much 
closer co-operation with the re- 
tailer and, if possible, transfer 
some part of their annual adver- 
tising budget to him, in exchange 
for closer co-operation and bet- 
ter displays. There were two 
snags, however purchase tax 
and the question of retailer co- 
operation, On the latter point, 
the letter said: 

“If the retailer buys the goods 
outright he will do his best to 
se]l them, but if they are placed 
on a consignment or gift basis 
the pressure of his display 
space and selling time is often 
so great that goods which he 
does not need outright are 
often nut on one side, and, be- 
cause it is so easy to do so, are 
eventually returned to the 
manufacturer 

“With very few exceptions 
the goods that get the best dis- 
plays inside shons are those 
which have to be near at hand 
because the public constantly 
ask for them. It is for this 
reason that such a large pro- 
portion of any manufacturer's 
advertising. display and promo- 

tion budget goes into press ad- 


vertising, in order to ensure a 
steady flow of customers for his 
retailer friends.” 

Summing - up Chemist and 

Druggist says: 

“The net result appears to be 
that little can be done by either 
to reduce the other's handicaps 
so long as nurchase tax con- 
tinues to demand from the 
retailer an outlay which may 

be largely lost to him if a re- 

duction in the tax rate takes 
place.” 


WINDOW LESSON 


NDER the heading “Change 
and Change Frequently.” 

the Drapers’ Record recounts the 
“old story” about the value of 
forceful window displays, because 
the recent Coronation period 
gave emphasis to the theme, On 
the various treatments employed, 
the journal says: “The window of 
merchandise, with expressions of 
loyalty here and there, got by. 
The window devoted exclusively 
to a photograph of the Queen, 
the Duke or the Royal Family, 
while effective from a _ prestige 
point of view, resulted in reduced 
sales. ‘This is not intended to be 
disrespectful to the Royal 
Family; it merely emphasises 
that you cannot do much business 
on the inside if your wares are 
not in evidence on the outside. 
As a matter of fact, the effect was 
so startling in some London 
stores, that such windows sche- 
duled for a longer period were 
withdrawn earlier than intended 
in order that merchandise promo- 


tion could turn the sales curve 
upwards.” 

It is pointed out that the moral 
of this experience has nothing to 
do with Coronations, the Royal 
Family, tightness of money or 
public interest diverted by a 
national occasion. It means that 
in retailing, the trade won't get 
far without the eye-catching, in- 
viting window of merchandise to 
lead people inside the store. And 
the displays must be changed 
often! Some houses lost thou- 
sands of pounds in a short time, 
and thus have learned this lesson 
at considerable cost. 


* * * 


ESIDES publishing special 

daily editions for delegates 
attending the annual conference 
of the National Federation of 
Ironmongers, at Southport, the 
Hardware Trade Journal held a 
reception for the president, past- 
president and other officers of the 
organisation. 

After the reception, the party 
left for the works of Robert 
Johnson & Co., Ltd., proprietors 
of the Southport Visiter, where 
The Daily H.T.J. was printed. 
After seeing Mr. Houghton start 
the printing run, they inspected 
the first copy. 

A Daily H.T.J. was first pub- 
lished in 1906 for the I.F.A. con- 
ference held in London. It was 
repeated during the following 
three years in Birmingham, 
London and Bournemouth. At 
that time the editor was Sir 
Ernest Benn. 


This window display of Pakolor film draws attention to the carton 
and at the same time demonstrates the effectiveness of the process. 
Successful retailing demands that the goods for sale must be shown 


in the windows. 
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The Wise Investor 


The wise investor looks beyond a com- 
pany’s physical properties, plants and 
machinery when he is contemplating a 
purchase of its stocks. 


He looks at its markets. He knows that 
if vou make a product somebody has to 
buy it if you expect to stay in business. 
And he knows that a profitable business 
operation is dependent upon the recog- 
nition of, and acceptance for, a company’s 
products among the people who have to 
be sold. 


* For further details write to 


THE DIRECTOR OF ADVERTISING 


TELEPHONE : CENTRAL 0911 


ADVERTISER'S WEEKLY 


Yes, markets are a live, animate asset 
the end product of a consistent, co- 
ordinated sales and advertising  pro- 
gramme. They are tough to create still 
tougher to keep alive —and once neglected, 
or lost, the cost of rebuilding them 
becomes very high. 


THAT IS WHY WE SUGGEST you 
include Ht MACHINIST in your 
advertising appropriation—a_ wise 
investment which will help to build 
and protect your markets. 


INST 


PLANT AND PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD., McGRAW-HILL HOUSE, 95 FA*®" NGDON ST., LONDON, E.C4 
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ADVERTISER’S WEEKLY 


Export Procedure. 


Merchant Shipper. 


THE MERCHANT SHIPPER 
The Journal for Export Management 


The only monthly journal which keeps the Export 
Manager up-to-date with all the latest changes in 


Regular monthly articles on Export Finance, Law, 
Insurance, Export Packing, Sea and Air Transport. 

If your product or service is of use to the Export 
Manager then use the advertising columns of The 


Send for a specimen copy and rate card to: 


The Merchant Shipper, 26/28 Billiter Street, London, E.C.3 
Telephone No. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE weekty 
TUESDAYS & FRIDAYS 


Published by 


METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W.! 


PHOTOPRINT | 


COMPANY 


SMALL or LARGE 


quantities of 


COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15” x 12° 
PHOTOGRAPHIC SHOWCARDS 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 


CROYDON : SURREY. 


‘PAINT FIELD 


| haem 


Tel. CROYDON 4616 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD 
PRINTERS ANDO BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 


HOLborn 2521 = 


PAINT, OIL 
& COLOUR 


JOURNAL 


journal in the 


with 


A.B.C. 
CIRCULATION 


figures 


83/6 FARRINGDON ST., LONDON, E.C.4 
‘elephone : City 4788/9, 6640 


AucustT 13, 1953 


Review of technical press 


Comprehensive guide to 


transport operations 


VERY aspect of a road 

haulage business is covered 
by the second edition of Goods 
Vehicle Operation: Principles and 
Practice for Students and Execu- 
tives, by C. S. Dunbar, M.Inst.T., 
and published by Ilifie & Sons 
Ltd., for Motor Transport at 
12s. 6d. This practical guide 
describes in much detai! the plan- 
ning and development of goods 
services of different kinds, office 
administration, branch and depot 
working, staff, costs, types of 
vehicle and similar matters. Many 
photographs and diagrams have 
been used to illustrate and supple- 
ment the text. 

Founder and first chairman of 
the former National Conference 
of Express Carriers, C. S$. Dunbar 
has had a lifetime’s varied experi- 
ence of the road transport indus- 
try and his views are authorita- 
tive. His style is lucid and witty, 
and by taking the case of an 
imaginary but realistic undertak- 
ing and tracing its development 
stage by stage, he has produced 
a book that is as lively as it is 
informative. 

This new and enlarged edition 
has been brought carefully into 
line with the provisions of the 
Transport Act, 1953, and a special! 
chapter has been added on the 
operation of goods services in 
coloniai and other overseas ter- 
ritories. 


Branded hardware 


directory 

The 1953 edition of the /ron- 
monger Directory of Branded 
Hardware includes more than 
22,000 names of products with 
the makers’ names and addresses. 
It is the only comprehensive 
directory of branded goods in the 
hardware trade and this is the 
biggest edition yet published. 
There are over 450 pages. Brand 
names are printed in bold type 
to allow of easy reference. 

Published by Morgan Brothers 
(Publishers) Ltd., the cost of the 
directory comes as part of the 
subscription to the /ronmonger 
although extra copies at 6s. each 
can be obtained by subscribers. 


Finishing handbook 
and directory 

This year’s edition of the Finish- 
ing Handbook and Directory has 
been enlarged and re-arranged to 
include the most up-to-date in- 
formation available. Research 
and improved methods of pro- 
duction lead in turn to the need 


for improved standards of finish- 
ing and a work of this nature 
needs constant revision to keep 
pace with the progress made. 

The directory has been printed 
on coloured paper to enable 
speed and ease of location. It 
lists some 3,000 brand names and 
gives sources of supplies, services, 
and equipment under more than 
600 different headings. 

Compiled by the staff of Pro- 
duct Finishing and ‘published by 
Sawtell Publications Ltd., the 
book is priced 21s. 


Brands listed 


in metals guide 

Data relating to prices, pro- 
duction, consumption, exports, 
imports, brands and stocks of a 
wide range of non-ferrous and 
ferrous metals is given in the re- 
cently issued 750-page Quin’s 
Metal Handbook. 

Wherever possible in this, the 
29th edition, the latest available 
figures have been incorporated, 
many statistics relating to the 
United Kingdom being given to 
the end of 1952, with those of 
other countries, where available, 
to the end of September 1952. 
Price data for lead, zinc and iron 
and stee! have been extended to 
continental countries, while de- 
tails of brands have been revised 
and brought up to date, and now 
include a list of brands recog- 
nised by the London Metal Ex- 
change up to the time of going to 
press. 

The multi-lingual dictionaries 
of technical terms relating to iron 
and steel and non-ferrous metals 
have both been exnanded, whilst 
the reference sections on copper 
and copper alloys, aluminium, 
etc., and the data on the manu- 
facture of iron and steel have 
been re-written. An interesting 
new feature is a large scale dia- 
grammatic inset in colour show- 
ing the process of zinc produc- 
tion. 

Published by the Metal Infor- 
mation Bureau Ltd., the hand- 
book is priced £1 Ss. 


Facts about the 


newer metals 

All those whose interests bring 
them into the field of the non- 
ferrous metal industries will find 
up-to-date information on the 
properties on the newer and more 
familiar metals in the Metal 
Industry Handbook and Directory 
1953. Recently published by the 
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ADVERTISER'S WEEKLY 


The salesman who 
ean be in 100 places at once 


He can be here, there and everywhere, when 
you advertise on posters. Where people live, 
where people work, where people shop— 
delivering your message. 

A representative display is seen 10, 20, 30, 40 
and more times each week. This way it has been 
proved that you make a telling, selling impres- 


sion on no less than 80°, of the adult popula- 
tion! If you have business in the Mills & 
Rockleys Region, there is a network of 
well-designed, well-placed sites, and several 
watertight areas in which you can carry out 
accurate merchandising and advertising test 
campaigns. 


planned poster advertising 


re | 
MILLS & ROCKLEYS 
i. J 


POSTER DISPLAYS 'N AND AROUND 


Bristol, Cambridec 
Gloucester, Hull, 1 
Norwich, Nottingh 
Weymouth, Wor. 


heltenham, Coventry, Derby, Doncaster, 

ich, Leicester, Luton, Mansfield, Northampton, 
m, Oxford, Peterborough, Taunton, Torquay, 
r and 1§0 other towns. 


MILLS & ROCKLLYS LTD. 21 QUEENS ROAD, COVENTRY 


WONDERFUL NEW RANGE OF 


di 
[reo NN CUE 


PERPETUAL ADVERTISING 
CALENDARS. 


Sample set, with full details, price lists and order 
forms available to 


TRADE HOUSES 


to whom a generous Discount is granted. 


EGERTON R° MELTON MOWBRAY 


LEICESTER 
Telephone elton 109 
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ADVERTISER'S WEEKLY 
® Technical Press 


Review—continued 


Louis Cassier Co., Ltd., it carries 
an extensive section devoted to 
summaries of British Standard, 
aircraft material and D.T.D. 
specifications. It also includes a 
section on the chief metal finish- 
ing processes, and data regarding 
all the common rod, bar, sheet 
and strip products. 

The compression into one 
volume of a continually increas 
ing mass of data and information 
covering all the non-ferrous 
metals provides an indispensable 
reference book for ali who man- 
facture, use or deal in these 
metals. 

In the new edition, re-arrange- 
ment of the textual matter, par 
ticularly that applying to British 
Standard specifications, has made 
reference easier, and the inclu- 
sion of details of the newer 
metals has widened the scope. 

The directory for buyers is a 
wote nome tp useful section of the 

andbook, and gives a very wide 
range of producers, stockists, and 
factors of all basic metal pro 
ducts, metalworking machinery 
and tools, and metal finishing 
equipment. 

The book js available only with 
the weekly journal Metal Industr\ 
at a combined subscription of 
£3 5s. 


AD. MAN’S BOOKSHELF 


More use of 


paper boxes 


Year Book of the Paper Box Industry 
(Verstone & Co., Lid 2s, 6d) 


The second edition of the Year 
Book of the British Paper Box 
Industry contains statistics which 
reveal how the sale of British 
products, both home and abroad, 
has risen as their packaging im 
proved. The quantity of paper 
boxes made since their foundation 
as an industry in the 19th century 
is a fair indication of their re- 
markable value to the = entire 
manufacturing interests of the 
United Kingdom. Though there 
were previous traces of paper box 
making they were = spasmodic, 
such as the Patent Office inven 
tion of 1772 for pasting sheets of 
paper into “pannels of any re 
quired thickness” to make “dress 
ing boxes,” and in the book of 
old London street cries, published 
in 1805, showing in one of its 


illustrations a vendor of “band | 


boxes. 


Such early records, however, | 


are but as the feeble efforts of an 
infant when compared with the 
lusty activities which began about 
1817 in London and which, within 
a century, had an output of some- 
thing like 30 million boxes and 
cartons daily. According to the 


latest (1950) Census of Produc- | 


tion, returns were sent by 468 
firms employing more than 10 


persons and their output of boxes, | 


cartons and cases reached a value 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly - 
for practising 
solicitors. 


Boot and Shoe Trade 


ees | 


Britain’s Leading 
Weekly Shoe & 
Leather Trade Paper 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL: MONARCH 0666 GRAMS: ALSHUNUZE 


Rate card and specimen copy on application 


786 


Register 


Aucust 13, 1953 


21 YEARS 
OF PUBLICATION 
O08 Te enon we? 


Meat Trade 


Packaging 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


CANNING AND PACKING 


Specialist monthly magazine for 
canners and users of all types 
of metal containers and other 
packaging materials. 
CANNING PUBLICATIONS 


14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


Photography 


Good Photography 


penreineat! Hias all 
amateur photographers 


11 Bole Court, Fleet Screet, E.C.4 


Health, Hygiene and 
Sanitation 


Gas 


Paper Trade 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


«net WORLD s 


PAPERG@) TRADE 


REVIEW 


THE PAPERMAKERS WEEKLY JOURNAL - 


A.B.C. MEMBER 


529, HIGH HOLBORN, LONDON, WCI 


Campaign in a 
** Selling ’’ Journal 


“GAS TIMES”—Sells gas plant, 
appliances and i ing 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


equipment, 


“INDUSTRIAL GAS”—Sells gas 
fired furnaces, dryers and gas 
heating equipment 


Both ee? the Editorial Direc- 


World's Leading journal for 
Health, Hygiene and Sanitation 


tion of Dr. W. F. Coxon, MSc THE JOURNAL OF THE 
F.R.LC., F.1.M., M.Inst.F, * 
een Royal Sanitary Institute 
ARROW PRESS LIMITED 99 Buckingham Palace Read, $.W.! 
157 Hagden Lane, Watford, Herts Tel.: SLOane 51345 
Telephone: Gadebrook 2308/9. 
Telegrams: Techpres, Watford. . 
Metal Industries 
Gas Journal Fiz journal in steel 
Newspaper and expert technical weekly for real reader interest 
THE BRITISA 
Gas Service 
nh ster on STEELMAKER 
Service Stafis 7 CHESTERFIELD GARDENS W.! 
11 Bole Court, Fleet Street, E.C.4 REGent 3066 
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® AD. MAN’S BOOKSHELF 


—continued 
et onsen 


Purchasing 


Pablications 


of £58,830,000, while their pur- 


© @ 
chases of materials and fuel for 
that production amounted = to 
£33.885,000. Their emoloyees in- 


cluded 41,715 operatives, 6,226 
other workers and 125 more 
es . . were working proprietors, 
Municipal Works and Lubrication niece Ic Apart from 105 additional re- 
Loeal Government SUPPLIES OFFIC! RS turns from smaller concerns, the 


annual volume to-day of such 
Read by Chief Officers who pu: hase for paper containers far exceeds the 


* Hospitals figures for 1950 
* Local Authorities The names and addresses of 
The * Nationalised Industries firms grouped within the various 
7 40 Sackville Street, London, W.1] | Tesions of the British Paper Box 
MUNICIPAL Telephone: G : ory 7 Federation are published in this 


year book. Also included are the 
names of box making firms who 
are not members of the British 


Fruit Trade Paper Box Federation or of the 
British Carton Association, 


JOURNAL 


founded 1893 


The only weekly technical 


journal read in every local 


government department, Street 


8, Walker 
wellington, ShroP 


Handy guide 
to print field 


lf you sell anything from : —— 

- light bulb to 8 heavy ee Soe Year Book (Bendies 

ee — a eee When a year book covers, or 
x * ers unlimited possi)! ities. attempts to cover, a wide field 

SURVEYOR Timber Trade THE such as printing, it is difficult to 


And Mumicipa! amd Cevoty Pmgin. FRUIT TRADES’ JOURNAL prevent the assembled facts from 


3 Clements Inn, W.C.2 
HOLborn 2827 


—The affords complete coverage of becoming a mere miscellany, or 
| his vital indust even a hotchpotch. The difficulty 
The Powerful and Trusted WOODWORKING s . oe 003) is even greater where the com- 

Journal for all 6/7 GOUGH SQUARE, E.C.4 iT 1003/4 


pilers have to get a mass of 
material into a pocket-sized book, 


Advertisers INDUSTRY 


wishing to reach :— The technical Journal of the "a e, a? oe. See — 
EVERY LOCAL AUTHORITY , a ; é ) , ig We 
o aa oaanar CONTRACTORS timber using industries. i Book must be tempered by the 
€ BUI fact that few of us could have 
: sacnaNECTS 6 cuneate 180 Fleet &., London, B.0.4 mR done better at least, for the 
Tel.: CHA. 6844 PASSE NG ER price of four shillings. The book 
SOUTHAMPTON ROW is packed with information, and 
pM penn or Bin Bape TRANSPORT even though we may seldom, if 
“ ever, use the bulk of this amaz- 
* ing collection of tables, figures, 
Year in “P.T.” specimens, advice and lists (be- 
cones reaches operators and manufac- cause none of us can be on all 
Painting and turers of the world’s largest road sides of the printing trade at 
MUNICIPAL Decorating Trade vehicle fleets once) we turn cach page with in- 
‘ wee terest, wondering what new piece 
ENGINEERING * of knowledge will confront us. 
si rc 74° Items range from full-length 
founded 1874 A | D A Established PASSENG ER articles, such as “Estimating and 
. Costing” or “The Small Offset 
i Reaches every engineer, e e TRANSPORT User.” to odd items of five lines 
evo cieansi The Journal of Decorative lept : or E 
¥% fs aa ae — = — Where the book fails is in the 
office oca Leodi 1 associated 
government. wan the helsing and Decnncting Yoods nae ly — It takes years to 
i CROMFORD HOUSE - MANCHESTER 4 . . ah ulid @ good directory, so per- 
Furnishing Prade haps we should not be too criti. 
4 Clements Inn, W.C.2 


cal, but when we turn to “Com- 
mercial Artists’ and find 14 
firms listed out of the thousands 


The that exist; or turn to “Labels” 


and find three names; or turn to 


Heavy Clay Furnishing || °S'* Seren and’ Showeard 


HOLborn ¢502 


I d « Printers’ and find two names 
ee 2 ndustries y (there are over 1,600 in the trade 
Printing Trade W orld telephone directories), we wonder 
For plete overage whether it would have heen bet 
, : of THE R ET AIL ond ter to have left out this feature 
j THE BRITISH & COLONIAL ei Temadl told? Crees MANUFAC! RING One cannot combine advertising’s 
: of The Refractories Association of Great ¢ Boo nc Hton s iirec- 
imter * Ghaperalt (0 ot SIDES of the | umn'we, || | Dive Book’ and Skilton’s D 
FF og Se: Deere Be lin and || 8FY in a few foolscap octavo 
THE ONLY TRA DE WEEKLY Digest for Machinery Makers and Ceramic "Taaiiine | Fy Pages. 
Paperd& Primt| 2:28 5 Beeeens! one's However. ignore the directory 
p Amen, Se. Sates Subecrip:ion: 30s. 180 Fleet Street, Lor ton. 6.4 and enjoy the rest; it’s still very 
t. Main, 35s. verscas. ‘ 
QUARTERLY London & Sheffield Publishing Co., Led., Tel.: CHA. 6 “4 | good value. : 
329, HIGH HOLBORN W.C.! 7 Chesterfield Gdns., Curzon St. W.1. — G. W. 
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When planning an advertisin 


campaign in Southern Africa, 


consult 


Neill Micon 


NEWSPAPERS LTD 


24 Holborn, London, E.C.I. Tel. HOLborn 4144 


Cape Town 
Durban 


Johannesburg 
National 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 


SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


I 
URGENTLY 


WANTED 


SCRAP METALS 


FOUNDRY 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 

E. J. HARRISON LTD. 

MILL GREEN ROAD - 


Telephone: Mitcham 2231-I881-4054 


MITCHAM 


Telegrams: Destroying, Mitcham 
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Many firms will 


show U.K. goods 


at big Canadian exhibition 


OR the first time since the 

war there will be official 
British Government participa- 
tion in the Canadian National 
Exhibition to be held in 
Toronto from August 28 to 
September 12. Claimed to be 
the world’s largest annual exhi- 
bition, it represents the pro- 
ducts of agriculture and 
industry in Canada from the 
Atlantic to the Pacific coast. 
There is also a pavilion where 
British goods are shown. 


The “Ex,” as the Canadians 
cal] it, is in its 74th year and will 
this year cover an area of 350 
acres. The floor display space 
alone will take up 24 million 
square feet. Annual attendance 
is in the region of 24 million. 


In addition to its main task of 
displaying Canada’s produce, the 
Canadian National Exhibition 
has many other features including 
an art gallery, an amusement 
park, motor car displays and 
horse and dog shows. This year 
the exhibition has a Common- 
wealth theme. 


Called “From Britain,” the 
British display will comprise a 
selection of contemporary pro- 
ducts of United Kingdom manu- 
facturers. It will be housed in an 
exhibition stand 70 ft. long and 
28 ft. wide, and will take the form 
of a central hall bounded by dis- 
plays which face on to aisles 
running round the perimeter of 
the stand. At one end will be a 
main entrance incorporating an 
“ege-crate” display of a variety 
of British products, and at the 
other end four windows will show 
men’s clothes and suiting cloths, 
together with appropriate acces- 
sories. The two sides of the 
stand will accommodate three 
box displays of travel goods, 
sports equipment, kitchenware 
and dining room equipment. 

Long lengths of furnishing 
fabric will be displayed on the 
walls, and the curved end-walls 
will contain a montage of news- 
papers, posters and material 
describing Britain and her pro- 
ducts. At one end of the central 
hall will be a large scale display 
of women’s fashion fabrics and 
accessories, and three main dis- 
plays on each side wall will show 
glassware, pottery, silverware, cut- 
lery and furnishing fabrics. In 
the centre of the hall three 
“wells” will show informal ar- 
rangements of products under 
different headings; a dining area 
showing furniture, pottery, etc.; 
a living area showing furniture 


and furnishings; a nursery area 
showing furniture and toys. 

Between the three wells there 
will be displays of carpets and 
linoleum; specially woven fabrics 
used for the Coronation robes 
will be on view. 

The United Kingdom exhibit is 
sponsored by the Board of Trade, 
and the items have been selected 
by the Council of Industrial 
Design, the British Vogue Export 
Book and the Colour, Design and 
Style Centre of the Cotton Board. 

About 250 firms will be sending 
out some 520 exhibits which have 
been chosen as examples of the 
best in cyrrent British design and 
craftsmanship. 


Norway 


The Government’s new long- 
term programme for economic, 
social, and cultural advancement 
has just been published. The 
period covered is 1954-7 and an 
important part of the study con- 
sists of regional surveys of all] the 
provinces, prepared in collabora- 
tion with provincial officials. 

The document states that Nor- 
way to-day has an economic basis 
which is stronger than ever before. 
Production is about 50 per cent 
greater than in 1938, and technic- 
ally the Opportunity exists for 
further expansion of production. 
Progress made in recent years is 
attributed to the fact that Nor- 
way used a far greater part of its 
resources for investment than 
before the war, and comparatively 
more than any other country in 
Western Europe. 

The Government estimates that 
the import of goods will increase 
by about £25 million or 10 per 
cent up to 1957. On this basis, 
Norway in 1957 should have a 
small foreign payments surplus. 
Gross investments are to increase 
slightly to £410 million in 1957 
(as against £378 million this year). 
Consumption should increase by 
15 per cent over the whole period. 
It is emphasised that these aims 
and estimates can only be tenta- 
tive as there are so many influenc- 
ing factors beyond the control of 
the Government and nation. 

* * * 


A consumer council is to be 
established. This will consist of 
representatives of the National 
Council of Women, the House- 
wives’ Association, Co-operative 
Women, the Association of 
Farmers’ Wives, the Trades 
Union Federation, and the Co- 
operative Federation. 

The functions will be to advise 


ey 
ee fo 
ABs) = 
a | * 77 
| a wo 
J FLASHES 
FROM WOKLD 
| ee 
: a | 
= 
q ee 
< Po | 
a ) 
a 
: 
a. | 
* . 
; | a 
a ] 
5 ; * 
; | 
ie | h 
S | | 
is | | 
Pa i 
=| " 
ye f 
Ao. oe. iia a ieee 
a 45 a 2 i. . 4 q Ps a3 a - go 4 - ae ae: — Bb oe te oa rae. a _ ay a : . an ber 


Aucust 13, 1953 


on matters affecting consumers, to 
promote research, standardisa- 
tion, and controls of consumer 
goods, to inform the consumers 
by publications, films, broadcasts, 
courses, and lectures, and to 
collaborate with similar institu- 
tions abroad. 
* 7: 

mes which have ap 
peared fortnightly since the war 
owing to paper rationing expect 
to resume weekly publication now 
that rationing has been lifted. 
The capacity of the printing 
plants causes concern, however, 
and a meeting was recently held 
of representatives of the printers 
and publishers. 

One large printer has already 
applied for a licence to import 
new machinery but the Ministry 
of Trade has warned that owing to 
the currency shortage every appli- 
cation for a licence will have to 
be most carefully considered. Not 
only machinery but also men are 
scarce. The number of typo- 
graphers has increased by 1,000 
to 3,800 since before the war, and 
there are 580 apprentices serving 
four-year training as against 180 
before the war. 

The amount of printing in Nor- 
way has, however, increased 
greatly in the last few years, and 
if publishers insist on their con- 
tractual right to have their maga- 
zines printed weekly, the printing 
of other important documents, in- 
cluding Government reports, may 
be held up even more than at pre- 
sent. 


Australia 


The Australian Council of 
Retailers have called for the re- 
moval of price control and 
warned of the dangers that beset 
a country which rigidly controls 
its markets. 

The council have cited Bel- 
gium, Western Germany, Canada, 
the United States, and Britain, as 
examples of nations which have 
made great economic advances 
since they lifted price controls. 
They have said that unless the 
remaining pric¢ controls are 
lifted throughout Australia, un- 
employment, black markets and 
a decline in quality will result. 


U.S.A. 


The theme for the frozen food 
locker convention to be held 
September 13-16 will be “The 
Iron Is Hot — Strike Now.” 
Around this theme tested and 
proven merchandising ideas will 
be presented. Organised by the 
National Frozen Food Locker 
Institute the expectation is that 
this will be the biggest event in 
the history of the frozen food 
locker industry. 

A full range of the latest re- 
frigerators and home freezers will 
be on show and a major feature 
will be an exhibit known as the 
“Avenue of Brands.” In this, 
well-known and _ not-so-well- 
known brands of frozen fruits, 
vegetables, juice concentrates, sea- 
foods, meats and _ pre-cooked 
specialities will be included. 

An important session of the 
conference will present ways that 
every locker plant can take advan- 
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An award for the most effective 

advertising in industrial publica- 

tions went to the Tyler Fixture 

Corporation, makers of this home 
freezer. 


tage of the new sales techniques 
resulting from the latest food 
marketing developments. 

The counterpart to the Institute 
in the United Kingdom is the 
Association of Frozen Food 
Stores, 

In a recent survey of home 
freezer sales Life pointed out that 
appliance manufacturers in 1952 
spent $7,181,939 on advertising in 
the magazine. It is claimed that 
the sum represented more dollars 
for selling than in any other 
magazine. 

In a_ national competition 
sponsored by Associated Business 
Publications for “the most effec- 
tive use of advertising in indus- 
trial publications in 1952,” the 
Tyler Fixture Corporation, Niles, 
Michigan, and their advertising 
agency, Jones & Taylor and 
Associates, received Award of 
Merit plaques. 


Southern Rhodesia 


The new L.M. medium wave 
service operated by Lourengo 
Marques Radio is being inten- 
sively advertised in the English 
and Afrikaans national press of 
South Africa. Programmes are 
operated between 5.30 and 10.0 
every night and are broadcast 
simultaneousiy on both short and 
medium waves at no extra cost 
to advertisers. At 10 p.m. the 
medium and short waves separate 
and run independently with dif- 
ferent programmes until the sta- 
tion closes down. 

To give advertisers an oppor- 
tunity to test for themselves the 
effectiveness of this medium wave, 
broadcasting contracts may be 
placed for this service only and 
cancellable without surcharge at 
one week's notice. 

_Based on tests during the last 
nine months, it is predicted that 
the present excellent reception of 
L.M.’s_ medium wave will be 
maintained in the late evening 
throughout the year, even during 
certain summer periods when all 
medium wave reception in South- 
ern Africa tends frequently to 
be affected be high static noise. 

Letters a reports from all 
over the Union and Rhodesia 
confirm that very many people 
who had not previously listened 
to the station at all, now tune-in 
regularly every evening between 
5.30 and 11 p.m. to the pro- 
grammes On 327 metres. 
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Are you missing something? 
Thousands of 
free sites 


at point- 


A last-minute reminder of your product 


just when the buyer is spending her money. That is how a Redfern 
Advertising Ruhber Mat works for you — in the shop, on the counter 


itself. These valuable ‘reminder sites’ are there waiting for you — and 
every one is free. Shopkcepers appreciate attractive and useful Redfern 
Mats and use them continually because they are part of the shop furnish- 


ings. Redfern Advertising Mats can incorporate any 


trade-name, mark or slogan in any combination 


of colours, 
DOOR MATS * FLOOR MATS * COIN MATS 
DARTS MATS * BOWLS MATS 
Write for this folder containing details of 
these permanent point-of-sale reminders. 
They mean more sales for you. 


ADVERT'SING RUBBER MATS 


REOFERK'S ravsBBER wornu«uses Limiteo 
WATIOMWAL ADVECT!S( 88° DIVISION : HYDE - CHESHIRE 
T.P.304 Arthur Upton Service 
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Mechanical World 


AND 


engineer. 


U| EMMOTT & 


ENCINEERINGC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY LIMITED : 
50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 IP 


MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 


The only kind of s 


phene Strand Litho. 


-Consistent High Quality with7 
A SPEEDY RELIABLE SERVICE 


For “‘ Multilith”’ and Rotaprint Users 
that our customers are 
interested in is SPEED COMBINED WITH RELIA- E 
BILITY—which is the kind of service that Strand 

Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficienc 
idea to finished plate. So to be sure 
friendly, personal attention to every detail... 


TERMINUS: 
wie, 2691/4 


THE STRAND LITHOGRAPHIC Co. LTD. 


157 FARRINGDON ROAD 


SILK SCREEN ARTS L™? 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE BE4T-8 


SPEEDY SERVICE 


) EXPRESS / 
DELIVERY 


W/GMEST GRADE 
CLEAN © SHARP 
RAPTSMANSHIP 


6D AY-OLO"? printers 


4 screen printing 


il Maladoe DISPLAYS aladoe | 


535 GREEN LANES LONDON - NB 


phone MOUntview 4819 


MERCURY (Words of Wisdom) 
DAILY CALENDAR’ PADS 


with bold figures and a licerary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 


WOOD STREET, LIVERPOOL 


Colour Transparencies 


for Exhibitions and Displays 


The Au Co. Ltd., Brownlow Rd 
ws EALing 2691 


LONDON 


SCARBOROUGH 


and 
District Newspapers 


SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTOR FREE PRESS 


A.B.C.— 44,616 


Covers agricultural districts and 
holiday resorts of N.E. Yorks. 


NORMAN SMALE 
92 Fleet St., E.C.4, CENtral 8209 


HARROW 
BILLPOSTING 
COMPANY 
37 SPRING STREET | w.2. 
photography 


fact 
advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON ZOO 


léa BREWER sraser. w.i 
GERRARD 6665 and 5868 
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ANNE 
FARROW 


“ 


HE would become in 
my opinion one of 
our leading commercial women 
artists. I have seldom had the 
pleasure of examining such 
promising work.” With such 
enviable praise one of the 
Fellows of the Central Insti- 


The Tuxan showcard was designed 

to interest children—because the 

mother's attention would also be 
drawn to it. 


tute of Art and - Design, 
National Gallery, summed up 
the work of 16-year-old Anne 
Farrow. To-day, at 24, she 
is well on the road to fulfilling 
the prediction. 


On her 2Ist birthday, and 


The appeal to the children’s eve 
is strong on this box top. 


after three years free-lancing on 


textile, package, stage and exhi- 


bition set designing, she joined 
Presservices Ltd. 

Since then, for that firm and 
in close association with the 
British Colour Printing Co., Ltd., 
she has designed several menus 
for the Cunard Steamshin com- 
pany, and a set of box tops for 
Howard Ford Co., Ltd. She has 
also created a range of show- 
cards for Banner Children’s 
Wear. 

For display at the 1951 Crystal 
Cat Show at Olympia Miss Far- 
row, with the help of an artist 
colleague, designed and = con- 
structed a 68 ft. advertising 
panel] in full colour for Chappie 
Ltd. This was no easy task as 
about 20 sections were involved. 

“A great drawing,” declared 


Daintiness characterises this Bear 
Brand box design. 


the Fellow eight years ago, 
adding that it indicated “a_ re- 
finement of draughtmanship and 
colouring that many book illus- 
trators could not achieve.” That 
was a particularly good forecast 
because since that time the sub- 
ject of commendation has 
completely illustrated three 
children’s books for one London 
publisher, has another under 
commission along with two 
children’s books in ful! colour 
for another well-known pub- 
lisher. 

Among other very recent 
work she has carried through is 
an unusual type of showcard for 
Tuxan Shoe Leather Dressing 
and an entirely new four-colour 
design for Pasolds Ltd., Langley. 

Provided she can use plenty 
of colour and give absolutely 
free rein to her imagination 
Anne Farrow, an F.R.S.A., and 
a member of the Reading Guild 
of Artists, likes to draw anything. 
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Outside London 


Power of the pencil 


MANY NEAT tricks with type 
have been played to provide in- 
teresting tons for composite 
pages. Sometimes they score, but 
by and large, despite their dex- 
terity and cunning they cannot 
hold a candle to good art work. 

But it must be good. Below is 
reproduced a section of a top 
piece which, to my mind, is out- 
standing. It appeared in a recent 
issue of the Bridgwater Mercury, 
and headed a page which, for 
balance and dignity, was well in 
keeping with this distinguished 
effort. 

The Bridgwater Agricultural 
Show has now become one of the 
major events in Somerset, and it 
has been the policy of the 
Mercury to give it the widest 
possible publicity from an edit- 
orial standpoint, as well as build- 
ing up each year an attractive 
composite feature from _ the 
advertisers’ angle. The art work 


for this has always been prepared 
by E. R. Sturgeon, who was for 
five years in charge of the paper's 
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By WILTON EVAN 


towns and villages led off to a 
surrounding border of small ad- 
vertisements. The heading of each 
was the place name, reproduced 
in a larger script than that used 
on the map. 

A street map is occasionally 
used in the Scarborough Evening 
News, to help visitors locate the 
places of entertainment which ad- 
vertise in the paper. 


* * * 


Latest to join the ranks of the 
centenarians is the Goole Times. 
This achievement was marked 
by the production of an 
issue of 12 pages (half as big 
again as usual), and by the state- 
ment that current circulation is 
greater than ever before, Four 
special “centenary” pages, and 
the whole issue generally, carried 
many congratulatory advertise- 
ments and messages, including 
one from the Editor of ADVER- 
TISER'S WEEKLY, commenting 
upon the sustained service ren- 
dered to advertisers. 


art department, and still acts for 
them in a freelance capacity, 


T. Bowden, editor of the 
Mercury, is a man with a vigorous 
and progressive outlook. He is 
largely responsible for its modern 
make-up. Do country folk like 
it? Well the average weekly sale 
is now 13,325 (A.B.C.). 

* 2 * 

CARTOGRAPHY may not yet be 
included in the prescribed course 
of study for the Advertising 
Association’s diploma-—but _ it 
looks as though we are going that 


way. Such is the power of the 
pencil. 

Maos are becoming increas- 
ingly ponular in the advertise- 


ment columns of the provincial 
press, 

Readers of the Birmingham 
Post were urged to clip out a map 
some 8 inches square used in a 
Where to Dine advertisement 
feature. An index to numbers 
on the map, printed below, gave 
particulars of 28 hotels or clubs, 
with chatty sidelights on their 
special attractions, 

Hanbury Williams, the Norwich 
estate agents, used a map as the 
centre of a big display advertise- 
ment in the Eastern Evening 
News. Lines from the various 


The Goole Times was first 
published as a penny monthly on 
August 1, 1853, immediately after 
the repeal of the advertisement 
duty. 

It struggled hard as a monthly, 
and began to make real progress 
only after being taken over and 
issued weekly by George Sut- 
ton (who came from the Don- 
caster Gazette). 

By 1870 steam-powered print- 
ing was in use, and a year later 
the paper became the property 
of H. T. Gardiner from the 
Wisbech Advertiser. This virile 
editor-proprietor revolutionised 
its production, doubled its sales, 
and firmly established its sister 
papers the Howdenshire 
Gazette, Selby Express and Don- 
caster & Thorne Advertiser. 

In 1891 he sold out to Messrs. 
R. Hudson, F. Hartmann and 
G. W. Townend, and the Goole 
Times Co. Ltd. was formed. 

Modern iay-out is practised 
throughout the papers. 

The managing director is 
Reginald Townend, with F. H. 
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TIBBENHAM PUBLICITY LTD. 


Practitioners in Advertising 


244 HIGH HOLBORN, LONDON, W.C.1. 
Telef/ Holborn 8074 (3 lines) 


Regist 


Alone the Coast and Inland 


LARGEST NET SALES IN THE AREA 
145,226 ABC 


flat rate 5 2/ ™ per S/C inch 


Sussex Express and County Herald 


Hastings Observer Eastbourne Gazette 
Folkestone Herald Eastbourne Herald 
Bexhill Observer Worthing Herald 
East Grinstead Shoreham Herald 


Ybserver 4 
Crawley and 


Folkestone Gazette —_ District Observer 
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Going South . . . 
Where they live, « ‘fe, spend their money and read the 


South Ccast Group 


Ellicott as co-director, T. Edward 
Long (formerly of the Yorkshire 
Post) is editor, and C. 
Townson advertisement manager. 


King | 


ialised newspapers 
London, W.C.2. Temple Bar 6591 (3 lines) 
Roberts 


| Lennox House, Norfo 
Joint Managers : C. Cassy 
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BUSINESS LINKS 
IN THE CITY 
LIVERY CLUB 


AGENTCLIENT _ eelationship 
exists between the past and the 
new president of the City Livery 
Club, which is exclusive to livery- 
men of the City guilds and com- 
panies. Immediate past president 
is Thomas Ciarke, a director ot 
R. F. White & Son Lid. (believed 
to be the oldest agency in exist- 
ence). One of this agency’s accounts 
is Faudels Lid., drapery and fancy 
goods wholesalers, whose chairman 
and managing director, 

Cooke, is the Club’s new president 
Mr. Cooke is a horner, weaver, and 
clockmaker and Mr. Clarke is clerk 
of the Horners Company, which to- 
day is closely associated with the 
plastics industry. Also, both men 
are members of the Incorporated 
Sales Managers’ Association; in 
fact, Mr. Cooke is past national 
chairman. He is also past chairman 
of the Wholesale Textile Association. 


Apropos of City companies, | 
see that W. E. Miller, editor of 
Wireless & Electrical Trader since 
1945, has been elected to the Wor- 
shipful Company of Musicians. He 
thereby joins other members of the 
Dorset House (Iliffe) group of 
periodicals to be members of City 
Companies. Sir Richard Haddon, 
chairman and managing director of 
Farmer & Stock-breeder Publica- 
tions Lid. and Poultry World Ltd., 
and deputy chairman, Associated 
lliffe Press, recently became 
Master of the Farmers Company ; 
and G. E. Thomas editor of 
Motor Trader was shortly afterwards 
admitted to the Company of Coach- 
makers and Coach Harness Makers. 


BOE RACKOW, and his son Peter, 
both directors of Cinema & General 
Publicity Ltd., Dublin, have been 
receiving many compliments recently 
on the presentation of the booklet 
The Irish Audience for Screen Ad- 
vertising which was prepared for 
them by Mark Abrams foilowing a 
survey made by Research Services 
at the start of the year. 

Joe Rackow, managing director 
of “C and G,” has been in the 
screen adver- 
tising business 
in Ireland for 
the past 25 
years, Starting 
off with car- 
oon films and 
later intro- 
ducing adver- 
tising sound 
films a few 
years before 
the outbreak 
of World War 
Il. His son 


Peter, who 
served = with 
the R.A.F. 


Peter Rackow 


during the 
war, Studied the production side of 
advertising films when he was de- 
mobbed and has helped his father 
in the very rapid expansion of their 
business over the past few years. 
224 out of the 283 cinemas in 
Ircland now show the “C and G 
Advertising Budget.” 

Irish artists have reason to appre- 


SCOTSMAN 


ec in THE 


SCOTSMAN influences the 


considerable purchasing power of 


Scottish industrial, agricultural 


and family markets. 


SCOTLAND'S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 
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ciate the good taste of Rackow 
Pere. An ardent collector of paint- 
ings, he does noi just keep them at 
home; you will find them on his 
office walls (and not always the 
same paintings). In faet it is not 
unlikely that on entering his office 
you will notice a painting propped 
on a chair and be asked an opinion 
on it. He enjoys an odd game of 
golf, but insists that the emphasis 
is on the “odd.” Peter, who is 
married to a charming French girl, 
claims gardening as his hobby. 


50 years with 
George Newnes Ltd. 


"THIS is a notable year for H. C. 
Tingay. His fiftieth year with 
George Newnes Ltd. (of which he is 
vice-chairman and managing direc- 
tor) is the year in which the com- 
pany has shown a record profit. His 
“leadership, breadth of vision, and 
hard work,” to which Sir Frank 
Newnes pays tribute in the annual 
report, has obviously borne good 
fruit. 


Winner of the 
Pickup medal 


AGENCY man who has brought 
two sides of advertising together 
is A. H. (Tony) Davies. He is mar- 
ket research manager of Greenlys 
Ltd. and this year’s winner of the 
Pickup Medal in the final examina- 
tion of the Incorporated Sales’ Man- 
agers’ Association. 

He tells me he felt it was impor- 
tant to study the problems of sales 
promotion and thoroughly under- 
stand the sales manager's point of 
View, 

Mr. Davies served with the 
R.A.F. on radar in Western Europe, 
and worked for some months with 
the American forces. After the war 
he took a degree in economics at 
University College, London, and 
was with T. B. Browne and Mather 
& Crowther before joining Greenlys. 
He has recently been appointed to 
lecture on statistics, market re- 
search and media at the City of 
London College and the School of 
Distributive Trades for D.A.A. 
courses this winter. 

At home, when he can get away 
from the demands of his delightful 
15-month-old daughter, he builds 
radios and amplifiers. But, he says: 
“No building a television set until 
we have commercial TV!” 


Lovely black eye 


Possisiy the first chairman of a 
newspaper to have turned up for 
his first day at work with a black 
eye is Col. T. C. Dunlop. He told 
the story recently when he and his 
fellow-directors of the Ayr Adver- 
tiser gave a memorable party for staft 
and friends to celebrate the paper’s 
birth 150 years ago. The black eye 
came to him more than 50 years 
ago when he was kicked in the face 
at a football match. It was his first 
and last black eye—which is sur- 
prising, for there is hardly a sport 
which the sportsman colonel has 
not played in during his Jifetime. 

Col. Dunlop was host at a gar- 
den party in the grounds of his 
estate, Doonside, Alloway, in a last 
function of the three day celebra- 
tions. 
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NEW PRESIDENT 
OF THE P.P.A. 


AFTER three years as chairman 
of the Periodical Proprietors’ Asso- 
ciation’s council of the trade and 
technical press, and having been a 
member of the central executive 
since January 1948, Claude FE. 
Wallis now becomes the Associa- 
tion’s president, in succession to 
Alan G. Agnew. 

As chairman and = managing 
director of Associated Iliffe Press, 
Mr. Wallis 


occupies a } 
commandi n zg 1 
position in 

the field of 

trade and | 
technical 1 
journalism, to P| 


which he has 

climbed 

steadily since { ° | 

he joined 

lliffe’s more 

than forty 

years ago as 

advertisement 

representative 

on Autocar and Motor Cycle. 
During the war Mr. Wallis served 

on the Periodical Press Paper 

Rationing Advisory Committee and 

other Government bodies. For rais- 

ing £250,000 for the Duke of 

Gloucester’s Red Cross appeal he 

was awarded the M.B.F. He has 

been president of the Motor Cycle 

Trades Benevolent Fund, and is at 

present chairman of the committee 

that looks after its old people's 

home, 


* * * 


MEANY-SIDED Lord Mackintosh 
has a hobby of collecting Toby jugs. 
If you wish to know what this col- 
lection looks like I can recommend 
an article, ‘Mackintosh is the Name” 
in the August issue of Woman's 
Journal. The article outlines his 
career and also carries a picture of 
Thickthorn Hall, Lord Mackintosh’s 
lovely home near Norwich. 


A note on his 
lapel 


WHAT the well-dressed man is 
wearing is shown by a picture of 
John Metcalf in a recent issue of 
Tailor and Cutter. But the demon- 
stration of the “long slim, close-to- 
vertical effect of the lapel, running 
to a high-pointed break,” is not Mr. 
Metcalf’s only iron in the fire of 
immortality. The T. & C. mentions 
that he is the author of London, A 
to Z. He also happens to be man- 
aging director of Voice & Vision, 
the public relations organisation. 


Contact 


WEEKS WISECRACK 


~ 


“I see, Mr. Butlin—-you 
thought that sponsored 
television was here 


already.” 
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Modern Studios 
prefer 
OVERALLS from 
GARDINER’S 


.. . SO DO PRODUCTION AND 
ADVERTISING DEPARTMENTS, 
BLOCK MAKERS, TYPESETTERS, 
etc. They know that smart overalls 
from Gardiner’s impress their clients 
and encourage staff efficiency. Long 
Coats, Jackets, Boiler Suits, Aprons, 
etc., for men and women can be 
bought from our huge selection at 
advantageous prices. Should you 
require badges or emblems em- 
broidered on pockets or contrasting 
collars and cuffs, these can be added 
at slight extra cost. 


_ 


, gs, 
e Ss it unable to call, 
WRITE, stating your 
ar =e requirements or send 
F oo 


‘5 : for our price list. 
THE OVERALL SPEC/AL/STS 


Gardiner’s Corner, 1, 3 & 5, Commercial Road, London, E.1 


Telephone: BIShopsgate 6751/3. 


that coin money 


Unequalled in Kent The gay coin-spot paper used to package Harley 


9 Newspapers Chocolates spots the maker's name, catches the 
| Order 


3 Stereos customer’s eye, sds up sales. It’s a Sanderson 
| Account 


kly Net Sales 


a Signature paper one of the many personalised 
= 114,335 wine 


papers now being made for well-known products that 


Associated Kent Newspapers range from sweet~ and scents to frocks and corsets. 


Accounts Office and 

30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives P 
pitta: ‘aan it can do for you. Jhe publicity value of an exclusive 


What Sanderson “Signature paper has done for others, 


paper with your ©» name or trade mark is enormous 


—and the extra «+! is small. Ask your box-maker 


for details 


Silk Screen Printing . 
DISPLAY - SHOWCARDS - POSTERS SANDERSON 


make 


Sign« tuve Papers 


§2/53 Bi) &S STREET, LONDON, W.l 
Tele: GROSVENOR 8711 


MERCURY DISPLAYS LTD 


Head . 
171 NEW BOND STREET W.! ome 


Works 
EASTWOOD STREET, S.W.16 


Tele: STREATHAM 4595 ee ME 
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Publications News and Notes 


Trade paper runs its second 


tie-up 


The Domestic Equipment Trader 
is now launching the second mer- 
chandising scheme to be run jointly 
by its staff (for trade publicity) and 
the Picture Post (for consumer pub- 
licity). 

The July issue of The Domestic 
Equipment Trader gave advance 
news of a “Heat and Light in the 
Home” feature to be published by 
Picture Post on September 2. It 
showed details and illustrations of 
display kits available for dealers 
and featured two articles on Jocal 
advertising schemes to tie-up with 
special shop displays. 

The August issue carries a two- 
colour supplement with full particu- 
lars of the manufacturers and their 
products which will be publicised in 
the forthcoming Picture Post fea- 
ture, as well as a detailed article on 
how the display kits provided by 
Picture Post can be best utilised to 
do a useful selling job. 

Very successful results, it 1s 
claimed, were achieved by a similar 
tie-up between these two periodicals 
in February-March this year on 
“The Modern Kitchen.” This 
second scheme is stated to promise 
even better, since the response so 
far shows that over 600 special dis- 
plays will be organised by the retail 
trade and by electricity boards 
throughout the country. 

” - 


The Rugby Leaguer, which deals 
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Bolton— 


The 
BOLTON 
Quickly 


21 /- 


Per Column Inch 
and well worth it 
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Telephone; Bolton 1993 
Advt, Manager: Wm. Sheppard 


. ai 


~ 


with ‘Picture Post? 


with Rugby League football news 
at home and abroad, made its re- 
appearance with Saturday's issue. 
The paper has been re-modelled; 
there are now six columns per page 
instead of five. 

* * * 

First issue of the Braille Sporting 
Record has been published, with 20 
pages. li will appear every week, 
price 4d. Claimed as the first 
sporting newspaper to appear in 
Braille, it is produced by The Scot- 
tish Braille Press wit the co- 
operation of Country & Sporting 
Publications Ltd. 

*” * * 


The 2,000th issue of the Sunday 
Graphic was published last week- 
end. It was first published on 
March 21, 1915, as the Jllustrated 
Sunday Herald. The first issue had 
24 pages and cost one penny. Apart 
from a brief interlude, Ulric B. 
Walmsley has been advertisement 
manager during the whole life of 
the paper. 

* * * 

Copies of the Yorkshire Post arc 
being flown to Yorkshiremen re- 
leased in Korea. 

* * * 


Wireless World is publishing on 
August 25 and September 29 two 
special issues covering this year's 
Radio and TV Show. 


and 


5 

f EIGHT OUT OF 
f 

{= =MEALHOUSE LANE 

, BOLTON LANCS 


There is always 
good money in 


Do You Want It? 


EVENING NEWS 


will lead you to it 


Economically 


Certified (A.B.C.) Daily Net Sale 83,575 


DELIVERED BY NEWSAGENTS TO 


TEN HOMES 


TILLOTSONS NEWSPAPERS LTD. 


6, ARLINGTON ST. 
LONDON S.W.1 
Telephone: GRO. £220 
London Manager: C. A. Miles 
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Local press ads 
estimated 


A “press advertising expendi- 
ture” feature has been inaugur- 
ated by the Bournemouth Times 
for the benefit of local adver- 
tisers. 

It is included in the paper's 
“Commercial Information” fea- 
ture. Eric Putnam, managing 
director, explains that it seeks to 
provide the local business man 
and advertiser with the same type 
of information that the Statistical 
Review of Press Advertising offers 
about national advertising. 

Classified under such headings 
as: clothing and outfitting, radio 
and electrical, public utilities, etc., 
the new features give estimated 
expenditure of various firms and 
organisations in three papers, the 
Bournemouth Times and its asso- 
ciate pager the Poole and Dorset 
Herald, and the Bournemouth 
Daily Echo (which is published 
by Southern Newspapers Ltd.). 
The figures given are compiled at 
scale rate and are based on a 
reading of the press. It is em- 
phasised that they do not claim 
to be anything more than esti- 
mates. 


The Times Weekly Review pub- 
lishes as part of its issue of to-day 
(Thursday), a 12-page Survey of 
Banking which includes articles on 
econome trends and on banking at 
home and overseas. 

* * * 

Net sale of the Daily Express in 

July was 4,160,628 copies a day. 
* . * 


The Austrian daily newspaper 
Wiener Zeitung celebrated its 250th 
anniversary on Saturday. It has ap- 
peared continuously since August 8, 
1703, and is one of the oldest news- 
papers on the Continent. 

* * 


The Yorkshire Post on Friday had 
a full page devoted to the opening 
at Pickering of a new depot, cost- 
ing more than £100,000, for Shell- 
Mex and B.P. Ltd. Ten firms who 
had been connected with the con- 
struction of the depot took space. 

* * * 


Store, retailing magazine, has an- 
nounced its sixth annual competition 
for an essay on one of four themes. 
It is open to executives or trainees 
under 46 years of age in the distri- 
butive trades. First of three prizes 
is of £50. 

* * * 

Rootes agents and distributors 
are co-operating with the News 
Chronicle in that journal's compe- 
tition for a Hillman Califorman 
model. They are displaying quad 
crown posters and providing entry 
forms which draw attention to the 
special four-page section in the 
paper next Tuesday. 

* * 


* 

August issue of Electrical Indus- 
tries Export, recently taken over by 
the Continental & Overseas Organ- 
isation Ltd., has 100 pages, an in- 
crease of about a third. A.B.C. 
circulation figure is about 10,000, 
of which 7,500 go abroad. George 
L. Layton, managing director, is in 
charge of advertising. 


* + * 
Net sale of the Daily Telegraph 
— July was 1,020,481 copies a 
y. 
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We Hear 


A group of Americans are trying 
to get a British firm to sponsor a 
full page advertisement in a news- 
paper in this country giving the 
story of the Sermon on the Mount. 
Hundreds of newspapers in the 
States have carried the ad. spon- 
sored = American business men. 

This year’s Radio Show catalogue 
and guide has been printed by 
Straker Brothers Ltd. and includes 
a montage of photographs of radio 


Stars. 
+ * 
Leading advertising agents, com- 
mercial TV firms and film pro- 
ducers were denying this week any 
connection with “Britain’s first com- 
mercial TV stations” which, accord- 
ing to the Evening News, is to be 
built at Walton-on-Thames. 


Close shave 


Goya, makers of Corvette men’s 
toilet preparations, have presented 
a Corvette trophy for competition 
among speedway riders in_ the 
Southern Division. The compcti- 
tion is organised by the Speedway 
World. 

* * 

Auger & Turner Ltd. have de- 
signed a series of cocktail recipe 
cards for their clients Britvic Ltd. 
They are in the shape of Britvic 
fruit juice bottles and are being 
distributed to public houses and 
off-licences. 

* a * 

Six selected colour transparencies 
taken by Illustrated photographers 
on Coronation Day are being exhi- 
bited at the Birmingham showrooms 
of Kodak. They will later visit other 
provincial centres. 

* * * 

The Armstrong-Warden Ltd. 
cricket eleven beat Greenlys Ltd. 
by 46 runs at Hackney on Sunday. 

o * . 

Colman, Prentis & Varley Ltd. 
beat Kemsley’s at cricket 
wickets. Score: Kemsley’s—118 
runs; C.P.V.—120 for 3. 


At ‘the Scrubs’ 


Jack Richards, deputy head of 
Lyons Fleet Street publicity and 
advertising department, spoke to 
250 prisoners at Wormwood Scrubs 
on the history and development of 
J. Lyons & Co., Ltd. 

* * . 

G. B. Orr, advertisement manager 
of The Christian, is the 1953 Surrey 
county bowls champion and is play- 
ing in the national championships 


on August 21. 
* * * 
L. C.  Blennerhassett, London 


manager of Independent Newspapers 
Ltd., is on a short visit to Dublin. 
* ” * 

David Baker, publicity manager 
of Stafford Allen & Sons Ltd., has 
been presented by his wife with a 
son, Christopher David. 

* +. + 

R. H. Empson, managing director 
of Auger & Turner Group Ltd., and 
W. R. Kern, technical director, left 
London on Monday to supervise 
final work on the British Pavilion at 
the Zagreb Fair. They will also 
visit associates and fair manage- 
ments in Brussels, Cologne, Frank- 
furt, Belgrade, Milan and Paris. 
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Paint in the Public Service 


A comprehensive survey covering 
every aspect of this important field 
will appear in 


MUNICIPAL ENGINEERING 


September 4 


Specially commissioned by Municipal 
Engineering, the feature was written 
by an eminent panel which includes 
Dr. S. G. Burgess, deputy chemist, 
London County Council, and Dr. C. 
A. Chaplin, of the L.C.C. public 
health department. 

The survey will be read with interest 
by sanitary inspectors, municipal 
engineers, architects and other local 
government officers whose recom- 
mendations necessarily carry so 
much weight. 

Several hundred copies have been 
ordered in advance by _ local 
authorities. 


Facing matter page rate {21 


MUNICIPAL ENGINEIRING 


4 Clements Inn, Strand, W.( . 
HOLborn 2827 


ADVERTISER'S WEEKLY 


.. ——" ax —! PA} my a ee we ot eh Totes CO SRE 8 es aan = ae Se, = WA 
ia aay oa . \ : ‘ 4 _ ‘ . 
TYE eerie > P ; 
ee 295 P| 
. 
Be 
aS. 
- 
¥ 
at 
a 
bi 
| . 
id) 
| Bo : 
. - 
a 
aa 
a 
_ 
\ — 
ai ne 
oot 
+ 
oa 
= 
oF 
4 
tan 
f bes 
’ 
te 
s 
ie 
q 
. 7 
Fe 
Lobes 
z< 
o 
; 
Pd i: 
i 
- 
ae ; * ° . 
- Som 3 : cae. lag a ar . ts, aw ae tele o : ee : ‘ 
a ae = { it ae = Sa - < a. ep ee SY Vina - ae 


ae 2, 


Sul 
no 


one 


un 


JSR TREN 


ADVERTISER'S WEEKLY 


FARROW CANNED 
GOODS MOVE 


The J. Walter Thompson Co., Ltd., 
has taken over the advertising for 
the Farrow range of canned goods. 
For the past three years they have 
handled the advertising for Gale's 
honey which is made by Joseph 
Farrow & Co., Lid. Preparations 
are being made for new campaigns. 


Weetabix launch 


a flour 

A new flour is being launched by 
Weetabix this month. It will bi 
marketed as Weetabix Perfect White 
self-raising flour. Trade press ad 
vertising has started and final de- 
tails of consumer advertising were 
being worked out this week. 

The Radio Times will figure on 
the schedule but other media has 
yet to be decided. Godbolds Ltd. 
are the agents. 


Campaign for 50 per 


* 
cent price cut 

“Wimzo-— fine stuff but too dear 
for me!” is the heading of new 
trade press advertising for Wimzo 
chlorophyll hand jelly. 

The copy goes on to announce a 
price cut from 2s. 6d. to Is. 3d 
following a research among workers 
which had shown that there was a 
“terrific market" for Wimzo if the 
price was reduced. 

The cut will be backed by con- 
sumer advertising. Charles Wall & 
Partners Ltd. are the agents for the 
manufacturers, Wimsol Ltd. 


Current Advertising 


Another soft drink being tested 


A soft) drink which has 
hitherto been manufactured in 
this country for export only is 
now being test marketed in 
several provincial areas. 

The drink, Kitty Kola, manufac- 
tured by the Kitty-Kola Co., Ltd., 
of London, has previously been 
marketed in such places as Malta, 
the Sudan, Libya, Aden and 
Sweden. 

Now large space advertising has 
Started in several provincial news- 


papers including the Southern 
Daily Echo. The —- 1s 
ene by Wilfred Tisbury & Co., 


Main slogan in the test campaign 
is “Be in the swim . drink Kitty 
he 


Kola—the _ British Kola.” 

copy reads: “Treat a good old 
British thirst to the good new 
British drink-—-Kitty Kola. Here's 
sparkle! Here's flavour! Here's 
purity! Here’s refreshment! Here’s 
how!” 


The ad. is illustrated with a car- 
toon of a cat, riding a bicycle and 
carrying a bottle of Kitty Kola on 
a tray. 


Coca-Cola ‘still 


contemplating’ 

F. H. R. Baraldi, advertising 
manager of Coca-Cola, told Apver- 
TISER'’S WEEKLY they were still con- 
templating plans for advertising but 
any large campaign was tied up 


—— 


Fits in with 


your plans 


...or stands 
on its own 


THE BROOK PROJEC- 
TOR will fit neatly into 
your exhibition or show- 
room plans, occupying only 
3 ft. x 2 ft. 9 ins. floor space. 
It shows up to 40 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is obtained, with high 
quality sound reproduction. 
The equipment is available 
on hire or for sale. 

Please write or ‘phone for 
further information. 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD « LONDON 


SWI9 « TELEPHONE LIBERTY 429! 


An associate of the Film Producers Guild. 


$.16 


with the problem of achieving 
national distribution. At the begin- 
ning of the year Coca-Cola distri- 
bution was confined to London, 


Belfast, Glasgow and Cork. Re- 
cently bottling has started in 
Liverpool, Chester, Norwich, 
Oxford, the Isle of Man, and 


Jersey. Mr. Baraldi said the end- 
ing of sugar rationing, which was 
now in sight, would enable even 
wider distribution to be achieved. 

London Press Exchange Ltd. arc 
the agents. 


Kent picked for 
Chandy test 


A test campaign has been launched 
for the new drink Chandy which, 
as reported last week, is being in- 
troduced by Whitbread. 

Distribution at present is con- 
fined to the Kent area and a full 
page has been taken in the Kent 
Messenger, the first ad. of this size 
to be carried by the paper since 
the war. Other Kentish news- 
papers are being used by the agents. 
A. N. Holden & Co., Ltd. 

Much of the publicity is centred 
on Maidstone where  15-second 
filmlets are being shown in two of 
the cinemas. 


Record for Mobo 


Sebel Ltd. are launching the 
strongest ever campaign for Mobo 
toys this month. All the leading 
national newspapers will be used 
together with the trade press. The 
campaign will reach its peak to- 
wards Christmas. C. R. Casson Ltd. 
are the agents. 
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The full page advertisement for 
Chandy in the “Kent Messenger.” 


Hovis run ads. for 
the farmers 


Following the success of a cam- 
paign built round their Bungay, 
Suffolk, mill the Hovis Agricultural 
Organisation are launching a simi- 
lar scheme for their Haverhill mill 
which is also in Suffolk. 

he ads. feature Vitovis animal 
feed and show a map of the Haver- 
hill district and an illustration of 
the mill. The aim is to get farmers 
to know and patronise their local 
Vitovis centre. 

Advertising, handled by John 
Haddon & Co., Ltd., is at present 
confined to the Newmarket Journal. 


@ More Current Advertising 
on page 298 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Joseph Farrow & Co., Ltd., canned goods, to the J. Walter 
Thompson Co., Ltd.; Clayton Bros., makers of mineral waters 
and fruit squashes tc S. C, Peacock Ltd. (Liverpool), as from 
October 1; Oprim Sales Ltd., ironing machinery, to Pictorial 
Publicity Ltd.; Smith’s Jacking Systems makers of 
hydraulic equipment and Aero Research Ltd., makers of syn- 
thetic resin (full and half-pages in the trade press) to Allardyce 
Palmer & Co., Ltd. 


NEW ACCOUNTS: 


Philip Kunick, specialists in outsize clothes for women, for 
the Winter Thomas Co., Ltd.: Woods of Colchester Ltd., makers 
of electric fans, for T. B. Browne Ltd. (national newspapers 
and specialised media from September 1); Martin Lucas, 
makers of children’s movie projectors, for R. H. Jackson Ltd. 
(Manchester) (children’s press); See Yugoslavia Ltd., See Spain 
Ltd. and Apal Travel Ltd, for Auger & Turner (national press); 
George Raw Ltd., makers of Little Dorritt knitting wool 
(women’s magazines) for Design Advertising Ltd. (Leeds). 


NEW CAMPAIGNS: 


Kitty Kola (Wilfred Tisbury & Co., Ltd.) large spaces in 
provincial newspapers; Whitworth’s self-raising flour (Godbolds 
Ltd.) Radio Times, women’s magazines and trade press; Avia 
watches (Gorings Ltd.) national daily and Sunday newspapers, 
trade press, Punch and Farmers’ Weekly; Wimzo hand jelly 
(Charles Wall & Partners Ltd.) trade and consumer press; 
Weetabix self-raising flour (Godbolds Ltd.) trade and consumer 
press; Mobo toys (C. R. Casson Ltd.) national daily news- 
papers and trade press; 1953 Motor Show (Godbolds Ltd.), 
national, provincial and overseas press and posters; Darerite 
handy panels, made by Bakelite Organisation (Technical and 
General Advertising Ltd.), full colour ads. in women’s journals 
and home press, provincial press, posters and filmlets. 
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AuGust 13, 1953 ADVERTISER'S WEEKLY 


For Mass Home Market 


RADIO TIMES 
7.915.639 


A single insertion in the * RADIO TIMES” 
is a National Campaign for 9 days © 


For Quality Goods 


The Listener 


The B.B.C.’s Weekly Review 


136.407 


For Export Trade 


LONDON CALLING 


The B.B.C.’s Overseas Programme Journal 
et ae te 
Net Sales 16.043 + 5 4 V.LP. copies 
Members of the Audit Bureau of Circulation 


All enquiries to: Head of Advertisement Depart 1 ', 


B.B.C. PUBLICATIONS, 35 MARYLEBONE HIGH STRE! !. LONDON, W.1. 
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ADVERTISER'S WEEKLY 
MORE CURRENT ADVERTISING 


Avia watches have 
‘year’s sales story’ 


A new range of Avia watches, 
marketed by Louis Newmark Ltd., 
is to be fitted with a new type of 
mainspring described as being 
“virtually immune against fatigue 
and fracture.” 

Known as the Avalast mainspring 
the new development is being backed 
by extensive advertising in the 
national daily and Sunday news- 
papers, London evenings, Punch, 
Farmers’ Weekly and the trade 
press. 

Retailers are being told: “The 
whole weight of Avia's extensive 
national advertising will now stand 
squarely behind the Avalast main- 
spring. This is the sales story of 
the year. " The campaign is 


handled by Gorings Ltd. 


Three copy angles 


for Woolworth’s 
F. W. Woolworth & Co., Ltd. 


took large spaces in the News 
Chronicle, Daily Express, Daily 
Mail and Daily Herald this week 


with three different copy angles. 

London editions announced the 
opening of a new store at Victoria, 
Manchester editions, a similar de- 
velopment in that city, and the Scot- 
tish editions a general statement 
about Woolworth stores in the far 
North. The agents are Walter 
Judd Ltd. 


World-wide scheme 


for motor show 

Godbolds Ltd. are again handling 
the advertising for this year’s 
Motor Show to be held at Earls 
Court from October 21-31. 

Four-colour folders and 15 in 
x 10 in, window bills have been sent 
throughout the world with the 
object of attracting Overseas visitors. 
Advertisements are also appearing 
in certain overseas journals. 

The home advertising will  in- 
clude the national and provincial 
press as well as posters—16-sheets, 
double royals, double crowns and 
bus sides. 


Plastic panels for 


the home 

The Bakelite Organisation are 
introducing Warerite handy panels, 
easy to fit plastic panels, to the 
home market with an_ intensified 
autumn press and poster campaign. 

Starting in September there will 
be full colour ads. in women's 
journals and home magazines, 
black and whiie spaces in the pro- 
vincial press, together with posters 
and filmlets. 

These panels have previously 
been advertised mainly in the ship- 
ping, railway and catering press 
Technical & General Advertising 
Ltd. are the agents. 


. . . * 

Giving credit in cash 

G. Leslie Jackson of the adver- 
tising department of T. Wall & 
Sons Lid., who has obtained the 
diploma of the Advertising Asso- 
ciation, has been awarded £20 by 
his firm as a mark of their apprecia- 
tion. Mr, Jackson was presented 
with the cheque by Norman 
Bamber, Wall's advertising manager 
and congratulated by Hugh Gyle 
Thompson, the firm's marketing 
director. 


OBITUARY 
Colonel G. Seott 


Colonel Gilbert Scott, D.S.O., a 
joint governing director of O. G. 
and A. N. Scott Ltd., proprietors 


of the Rochdale Observer and 
Heywood Advertiser, died suddenly 
last week at his home at Prestbury, 
Cheshire. 

He was 65 and had been associ- 
ated with the company for almost 
half a century. During the 1914-18 

war he was seriously wounded at 
Gallipoli, and he was awarded the 
D.S.O. in 1919 for his services in 
He was a past-president of 
ithe Lancashire, Cheshire, and 
Derbyshire Federation of Weekly 
Newspapers, 


Herbert Goodwin 


Herbert Goodwin, advertisement 
manager of Cycling for the past 22 
years, has died, aged 67, at his home 
on Hayling Island, after a long 
illness. 

For most of his life he had been 
connected with sport on two wheels. 

During the 1920s he became a 
promoter of cycle racing at the Herne 
Hill track. His association with 
Temple Press started when he was 
asked to organise the first of 
Cycling’s best all-rounder concerts 
in 1931. Each year thereafter saw 
the Royal Albert 
capacity for these concerts. The 
celebration to mark the diamond 
jubilee of Cycling in 1951 was the 
last of these shows which he staged. 

Mr. Goodwin was secretary of the 
Pickwick Bicycle Club, believed to 
be the oldest cycling and Dickensian 
organisation in the world 


NEWS ABOUT PEOPLE 


(Continued from page 268) 


D. P. T. Corrigan (20), a nephew 
of B. Corrigan, of Burleigh Ltd., 
Bristol, has won the British Federa- 
tion of Master Printers’ annual 
£100 Howard Hazell Scholarship, 
open to relatives of master printers. 
Second place was won by K. R. 
Brown (17), son of Robert Brown, 
manager and director of Tillotsons 
(Bolion) Ltd. 


* * * 


F. S. Joelson, editor of East 
Africa and Rhodesia, has deen 
nominated by the Minister of Edu- 
cation to the board of governors of 
the Imperial Institute, which has 
been reconstituted under the chair- 
manship of Viscount Hudson. 


* * * 
Brian L. Baker has resigned as 


advertisement manager of Truth to 
join Kemsley Newspapers as an ad- 
vertisement representative for the 
Sunday Graphic. Mr. Baker joined 
Truth in 1947 as an advertisement 
representative and became assistant 
advertisement manager in 1950. He 
was appointed advertisement mana- 
ger in July 1951 and retained this 
position when the control of Truth 
passed to Staples Press in January 
this year. 
* * * 

Dr. J. Edward Gerald, professor 
of journalism at the University of 
Minnesota, is to visit this country 
in September for a twelve months’ 
stay during which he will study the 
British press under present economic 
conditions. 

* * * 

Dr. L. Dillon Digby (Pyc, Ireland), 
a member of the council of the Ad- 
vertisers’ Association of Ireland, 
was married in Dublin last week to 
Miss June O'Brien. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s, 64. per 

APPOINTMENTS WANTED, 3s. per line 

classifications, 4s. per line, 45s. per display — =. Minimum, 3 lines. Box No. 
tion 


charge, one line plus 9d. covering 


postage, Seri 
advertisements under seven iusertions MUST se ‘PREPAID. 
Leadon, E.C.4, 


Weekly,”” 180 Fleet Street, 


line, 40s. per display = iach. 
ge per display panel inch. All other 


Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


| APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons _—— these advertisements must 


be made through a Local Office of the Ministry of 


Labour or a Scheduled 


Employment 
Agency if the applicant is a mau aged 18-64 inclusive or a woman aged 18-59 ss 


be or she, or the 


ted from the provisions 


Notification of Vacancies Order 1952.” 


WANTED 


2 
FIRST CLASS 


RETOUCHING 
ARTISTS 


IN BLACK AND WHITE 
AND COLOUR 
Only first class artists need apply 


Box 5257 
Advertiser's Weekly 180 Fleet 8 EC4 


LAYOUT AND LETTERING ARTIST 
(female) required by North-West 
London Studio. Write, stating age, 
experience and salary required 
Box 5190 Ad. Weckly 180 Fleet St EC4 

ASSISTANT required in the Production 
Department of large West End Agency 
Previous experience necessary. Write, 
Stating age, salary required, eic. to 
Box 5209 Ad. Weekly 180 Fleet St BC4 

ARTIST, required for preparation of 
technical line drawings. Call with 
specimens at Personnel Dept., Ges- 
ee Ltd, Broag Lane, Tottenham, 


SPACE REPRESENTATIVES (two) re- 
quired in London and Midlands by 
publishers of technical annual and 
local directories. Appointments would 
yield substantial income to experienced 
men. Write, stating age, experience, 
etc., to 
Box 5227 Ad Weekly 180 ) Fleet St EC4 

ADVERTISING MAN of ~ good educa- 
tion, artist, copywriter, to take charge 
of publicity old-established London 
Engineering Company, W.C.1. district 
Write stating salary required 
Box 5293 Ad. Weekly 180 Fleet St EC4 


EVERETTS 
have a vacancy for 
A LAYOUT 
ARTIST 

with at least 4 years 
agency experience. 
Essentials are 

a high standard of 
presentation and 
lettering 

together with a 
sound knowledge 

of typography 


Please write 


Mr. Ronald Terry 
EVERETTS ADVERTISING LTD. 
10 Hertford Street, W.! 


YOUNG PRODUCTION MAN 
(22-30) 


able to take charge of a group of 
accounts required by busy London 
agency. Previous agency experience is 
preferred. Write giving full particulars 
and salary required to 


GILBERT ADVERTISING LTD. 
Hastings House, Norfolk Street, W.C.2 


YOUNG LADY ARTIST 


required in 
Package Design studio, 


experience ¢s- 


sential. Under 30 years of age. Five- 
day week, hours 9 a.m.—S p.m. Can- 
teen On premises. Apply by letter 


giving full particulars, including salary 


required, to Cashier, Mono Con:ainers 
Limited, Cumberland Avenue, Park 
Royal. N.W.10 


INFLUENTIAL CLASS JOURNAL re- 
quires Advertisement Representative to 
handle travel advertising. Candidate 
with specialised experience preferred 
Box 5226 Ad. Weckly 180 Ficet St BC4 


Want to be a 
Typographer ? 


The opportunity occurs for a 
young man or woman to train 
for the eventual position of 
LAYOUT | TYPOGRAPHER in the 
London Branch of C.W.S. Pub- 
licity Department. 

The position is permanent and 
pensionable. rite or tele- 
phone for interview: 


C.W.S. LTD. 


99 Leman Street, E.! 
Telephone: ROYal 7221 (Ext. 2444) 


INDUSTRIAL ARTIST (Male or 
Female) required by London Electricity 
Board in Display Department, Roe- 
hampton, London, S.W.15 to special- 
ise in contemporary design of window 
displays and exhibitions. Applicants 
should be experienced designers of 
proved ability. Salary scale: £475-£550 
per annum inclusive. Application forms 
from Establishments Officer, 46 New 
Broad Street, E.C.2. Please enclose 
addressed envelope and quote ref. 
V /1646/BH 

PUBLICITY ASSISTANT required by 
large manufacturer and wholesaler of 
musical, radio and electrical appliances 
in the city. Experience in production 
of print, catalogues, e¢:c, essential 
Knowledge of layout also preferred. 
Interesting and varied job with very 
good prospects and opportunity to use 
own initiative. Commencing salary ac- 
cording to experience. Write details to 


Box D, Crossicy’s, Salisbury Square 
House, Ficet Street, E.C.4 saecaat 
TECHNICAL ADVERTISING. Leading 


Manufacturers of radio valves and 
electron tubes have vacancy in their 
Publici.y Department for an advertising 
assistant with some technical knowledge 
of radio and clectronics. Write, giving 
full details of education, previous ex- 
Perience and salary required, to 4540 
Box 5262 Ad. Weekly 180 Fleet St BC4 


Ist CLASS VISUALISER / LAYOUT 
ARTIST required 

Agency experience, good taste, imagin- 

ation and ability to originate sound 

ideas essential, 


A. T. A. ADVERTISING LTD. 
141 New Bond Street, London, W.! 


A GROUP of London Suburban Week- 
lies require an advertisement represen- 
tative, age 30-35, to obtain national 
advertising. Excellent prospects Par- 
ticulars of experience in confidence to 
Box 5191 Ad. Weekly 180 Fleet St EC4 
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1953 


APPOINTMENTS VACANT 


Aucust 13, 


SECRETARY / SHORTHAND TYPIST 


required by Publicity Manager of 
major film ren.ing company. Accuracy, 
neatness and speed essential. Appli- 
cant should have some publicity ex- 
perience, be ambitious and willing to 
work hard as a member of a team. 
Write, giving full details of experience 
and stating age and salary required, to 
Box 5239 Ad. Weekly 180 Ficet St EC4 


EXPERIENCED VISUALISER AND 
LAYOUT ARTIST required, with 
ability :o produce finished roughs. This 


vacancy occurs in large London Studio 
handling national accounts. Goog Iet- 
tering essential. Top salary 

Box $235 Ad. Weekly 180 Fleet St EC4 


High Class 
Commercial 
Colour Artist 


required in 
Studio by London Firm 


of Designers and 


Printers 


Applications required only 
from young men with 
proved ability to design 
showcards, posters, labels 


etc. 


Send samples of reproductions to 


JAMES HOWORTH & 
BROTHER LTD. 


21 Soho Square, London, 
w.l 


DIRECT MAIL man, aged 35 or under, 
tequired for strategic vacancy in Sub- 
scripiion Sales Dept. of well-known 
Fleet Street group of periodical pub- 
lishing companies. Must have had at 
least 5S years’ sound experience of 
direct-mail work Scope, excellent 
Prospects, attractive terms and security 
for a man with prac.ical ideas and 
indaaxry. Full particulars of experi- 
ence, agc, etc. in strict confidence to 
Box 5093 Ad. Weekly 180 Fleet St EC4 


MIDLANDS AREA 


Agency trained representative 
required. Must be experienced in 
selling point of sale media. Will 
be required to develop existing 
list of customers only. This is a 
permanent and pensionable ap- 
pointment of high level and the 
situation is so important and has 
such opportunities that the 
Managirg Director will person- 
ally interview every suitable 
applicant. 


MILFORD-ASTOR LIMITED 
The Crescent, Salford, 5 


CONTACT MAN required by Postal 


Publicity House. Good terms 

Box S287 Ad Weekly 180 Fleet St EC4 
PRODUCTION MAN. Excellent oppor- 
tunity for keen man of 22-25 to join 
small progressive Agency in Fleet 
Street area. Agency experience essen- 
tial with good knowledge of typo- 
graphy and proces. Interesting and 
varied job with happy team, and 


great scope for own initiative and for 
developing any talents which go to 
make a sound future in advertising. 
Salary according to expericnce. Write 
full details s.ating salary expected. 

Box 5236 Ad. Weekly 180 Fleet St EC4 


oS ae 


CLASSIFIED ADVERTISEMENTS 
Pn ___APPOINTHENTS VACANT 


SPACE SALESMAN 
WANTED 


for London Work on Official Publi- 
cations, used to and capable of 
earning at least €20 per week. 


SKY PRESS - AMB 6628 


PRODUCTION ASSISTANT required by 
medium-size Agency in West End 
Experience of copy detail an advantage. 
Write stating experience, age and salary 
required io 
Box 5247 Ad. Weckly 180 Fleet St BC4 

ARTISE BEQUIRED in Bristol for 
finished drawing section. Top quality 
ine and colour work in varicty 
demands versatile man. Competent 
lettering essential but figures not neces- 
sary. Write: Fords Advertising Lid., 
1Si_ Whiteladies Road, Bristol 8 

A WELL KNOWN PUBLISHING 
HOUSE with established media is 
secking two space salesmen wi.h first- 
class selling ability. The men ecquired 
must have had space-selling cxperience, 
the ability to sel) at top level, a good 


sales record. Only men with these 
qualifications will be considered for 
interview. 


Box 5228 Ad. Weekly 180 Fleet St EC4 
WEST END AGENCY has vacancy for 
young man as Assistant to Production 
Executive. Knowledge of blockmaking 
and prin.ing methods essential. Agency 
expericnce desirable. Wri.e, giving 
fullest details of past experience, age 
and salary required, w 
Box 5265 Ad, Weekly 180 Fleet St BC4 
AN OPPORTUNITY ARISES in a lcad- 
ing London art organisation fore an 
experienced Art Director. He must be 
accustomed to supervision of first-class 
work, accurate, enthusiastic and abic 
to handle and inspire artists. Financial 


interests will be given to the right 
man, Write in confidence full parti- 
— a experience, Managing 
Direc 


Box $331 Ad. Weekly 180 Fleet St BC4 


JUNIOR COPYWRITER 
required by well-known Advertising 
Agency (/.P.A.) 

Successful applicant will gain valuable 
experience on variety of National 
accounts. Write giving age and experi- 

ence (no specimens please). 


Box 5222 
Advertiser's Weekly 160 Fleet St EC4 


RETCUCHER required in London. This 
appointment cails for fully experienced 
man to join our Studio team of tip 
top retouching artists. Good salary and 
Permanent post available 
Box $232 Ad. Weekiy 180 Fleet St EC4 

SUBSCRIPTION CANVASSER required 
to cover London and Provinces for 
live weekly trade paper, Good oppor- 
tunity for keen man or woman. Salary 
and commission. Apply stating ¢x- 
perience and remuneration required. 
Box ‘5259 Ad 1. Weekly 180 Fleet St BC4 

TWO FIRST CLASS FASHION 
ARTISTS required in London. Ex- 
perienced in full wash and colour for 
(a) Women's fashions, (b) Men's 

Highest salaries offered. 
Write particulars 
__ Box 5234 Ad. Weekly 180 Fleet St BC4 

WOMEN’S WEAR SALES PROMO- 
TION. A leading Advertising Agency 
has vagincy for a young Man of 
Woman experienced in the production 
of sound sa Promotion ideas for 
women’s wear. Knowledge of the tex- 
tile ang women's outer clothing trades 
and of advertising ideas in terms of 
copy and rough visuals desirable, but 
first rate copy-writing ability not abso- 
lutely necessary. Salary for discussion. 
Box 5261 Ad. Weekly 180 Fleet St BC4 

A LADY who can sell space is offered 
first class Opportunity on national en- 
tertainment magazines. Weekly and 
monthly. Salary, expenses and commis- 
sion. Box 4990, Knox & Hardy Ltd., 
24 Tudor Street, London, E.C.4 

FIRST CLASS DESIGNER required for 
leading Display Manufacturers in the 
Midlands, able to produce colour 
troughs, finished drawings and superin- 
tend the production of prototype 
window displays. An excellent oppor- 


tuni.y for a designer with original 
thoughts and ability, Write in first 
instance giving details of experience 


and salary required 
Box 5252 Ad. Weekly 180 Fleet St RC4 


’Phone your Classifieds to 


CREATIVE LAYOUT MAN, cx 


need 
im strong, powerful lay« for 
National Press etc. wanted by ndon 
Agency. Gocd prospects for right 
man. Write, age, salary etc 
Box £263 Ad. Weckly 180 Fie (bcs 


s 


PENTAGON 


REQUIRE ADDITION AL 
STAFF 
1. Good general artist, 
early twenties 
2. Young assistant 
representative 


Both vacancies call for some 
previous experience. Write or 
telephone for appointment. 


PENTAGON 
DESIGN SERVICES LIMITED 
36-38 RUPERT STREET, WI 

GERrard 6721-2-3 


EXPERIENCED RETOUCHING 
ARTIST required for ager s udio 
Write foe appointment, giving details 


of experience, age, ctc., t) Scientific 
Publicity Ltd. Cliffords inn. Fleet 
Street, E.C.4 

COMMERCIAL ARTISTS. [uly ex- 
perienced airbrush photo retouchers 
required for old established | ondon 
Studio. 


Box 5255 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACA 


PUBLICITY 
DEPARTMENT 


Production man required for 
leading London Electronics Com- 
pany. Must be experienced in 
ordering and supervising art- 
work, blockmaking and printing. 
The post is permanent and 
pensionable. Write giving full 
details of experience, age and 
salary required to: 


Publicity Manager 
DECCA RADAR LTD. 
1-3 Brixton Road, London, $.W.9 


GOOD ALL ROUND PRODUCTION 
ASSISTANT required. Capable proving 
can manage department. Knowledge 
typography, printing, blocks essential 
Flair for advertisement layout and 
magazine make-up Croydon = office, 
Details experience, salary required 
Box 5271 Ad. Weekly 180 Fice: St BC4 

ADVERTISEMENT REPRESENTATIVE 
wanted for London arca calling upon 
local traders (mainly renewals) for 
established and important media 
Salary, Expenses and Commission to 
suitable person. Permanent employ- 
ment. Also part-time free lance Rep- 
resentative for small technical journal 
Generous commission to mar travelling 
industrial towns 

_ Box 5248 Ad. Weekly 180 Fleet St BC4 

PUBLIC COMPANY invites applications 
from men with sound knowledge of 
advertising. Applicants should be fami- 
liar with all the routines of an Adver 
tising § Department—Press Advertising, 
Direct Mail and Production of Sales 
Literature PRO experience an 
advantage. Good opportunity for man 
aged 38-40 and willing to grow with 
the Department. Only those who sub- 
mit full details of experience, 
salary required, will be considered 
Interviews will be granied to selected 
applicants. 
Box 5249 Ad 


Weekly 180 Fleet St BC4 


CLIFFORD 


who can think for 
treatment — produce 
preferably have 


material too. 


take a given vi 


pencil layout for pr: 


adver (isin 


The 
Partners Limit. 
London, W.C. 


Write to: 


AND PARTNERS LTD. 
WANT 


FIRST-CLASS VISUALISER (man or woman) 
himself, creating both idea and 
clean finished layouts — and 


a ‘air for point-of-sale display 


LAYOUT ARTIST (man or woman) who can 
ial and produce a highly finished 
entation, 


Both mus be fully experienced in 
No Juniors please. 


urector, Clifford Bloxham and 


m House, Red Lion Street, 


BLOXHAM 


CHA 8%! (Ex 25) 
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ADVERTISER’S WEEKLY 


CLASSIFIED BONER TEES 


CREATIVE MAN 
Required for West End Agency (R.P.A.) 


He must have considerable 
knowledge of all forms of 
publicity, including Store ad- 
vertising, and the ability to 
create a campaign in visual 
form suitable for presentation. 
He must therefore be able to 
think, in the first place, from 
a copy angle and possess a 
keen sense of layout. 

Though he will work in 
direct co-operation with the 
Creative Director, he must, 
at times, be able to discuss 
advertising at client level. 

He will be given every 
opportunity to make a worth- 
while and permanent position 
for himself in a well estab- 
lished organisation, working 
under ideal conditions. 

Write in confidence, giving 
outline of experience and salary 
required to Creative Director 

Box 5243 
Advertiser's Weekly 180 Fleet 81 EC4 


be or she, or the employment, 
N ay 


APPOINTMENTS VACANT | 


“The engagement of persons answering these advertisements must 
ig Gunde esau @ Baan Gites af de ble at tae ee ae d 
applicant is a man aged 18-64 inciusive or a woman aged 18- ry inclusive 
is excepted from the provisions of the 
acancies 


Order 1952.” 


PRODUCTION MANAGER and 
SENIOR COPY DETAIL MAN 
required immediately 


Robert Sharp & Partnors, 
3, Wyndham Place, Bryanston Sq., wt 


Black/White Catalogue 
Write stating age, 
ley Road, Waltham- 


“AND EXHIBITION 
an additional tte 


CATALOGUE 
PRODUCTION 
MANAGER 


Large London retailer requires 
Manager for catalogue pro- 
duction. Applicants who have 
had recent extensive and 
practical experience in all 
aspects of the work involved 
should apply, giving age, 
details of all previous experi- 
ence to 


Box 5300 
Advertiser's Weekly 180 Fleet St EG4 


have some display 


and exhibition experience 
Salary and Commission. 
in ar giving full details of 


Rox 5276 Ad Weekly 180 Fleet St EC4 
\ VACANCY EXISTS 
Production Clerk with the capacity for 
dealing undisturbed with an- 


ADVERTISING MANAGER required to 
take charge of Publicity Department 
(including printing section) of large ol! 
established business in North London 
whose products are sold nationally 
Must have wide experience and be abk 
to inspire staff. Salary in line with 
experience and ability, Pension scheme« 
Apply in confidence ‘with full detai's 
Box 5250 Ad. Weekly 180 Fleet St bC4 

DESPATCH MANAGER'S ASSISTANI 
required Age 22-30 Adverts ng 
agency expericnce preferred but not 
essential. Apply by letter, Staff Mana 
ser, A. Pemberton Lid., 93 Park Lane, 
Ww. 


EDITORIAL ASSISTANT, national 
weekly paper, competent make-up, 
subbing general editorial = practce, 
knowledge angling great advantage 
E.C 4 district. Write 
Pox 5268 Ad. Weekly 180 Fleet St BC4 

SHORTHAND-TYPIST Editorie! as- 
sis,ant wanted for snail publisher's 
office. Eventual opportunity to con 
centrate on editorial work. No Satu 
days. Write, giving full details and 
salary required, to 
Bex 5269 Ad. Weekly 180 Fleet St BC4 

TY POGRAPHER- PRODUCTION MAN 
required by City Priniers; experienced 
and interested in both creative typo- 
graphy and production routine, such as 
responsibility for ordering and progress 
in blockmaking, typesetting and proof 
correction. Write, giving experience and 
salary required, to 
Box 5270 Ad. Weekly 180 Fleet St bC4 


FASHION 
FORECAST 


Two top line representatives are 
required for the Advertisement 
and Circulation departments 
respectively. In both cases 
previous experience of selling 
to the Fashion and Textile 
Trade is essential. Please write 
to the Managing Director, 
Fashion Forecast, |, Bloomsbury 
Court, W.C.1,'giving full details 
of past experience. 


asked to give his age and some details 


) 
Box 5277 Ad. Weekly 180 Fleet St BC4 


FASHION 
ARTISTS 


Carlton Artists Ltd. have 
vacancies both for 
women’s detail fashion 
artists, and also for 
specialists in men’s wear 


Applicants should write to 
The Art Director giving 
experience and salary 

required. Do not send specimens 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.! 


A FIRST CLASS SENIOR COPY- 


WRITER, age 30-40 years, required 
by well known Cosmetic House. Must 
have sound advertising sales and mer- 
chandising experience and above all 
ability to write not only press adver- 
tisements but real live sales bulletins 
and sales promotion matter. Only ap- 
plicants with sound business acumen 
need apply. Write full particulars, cee, 
experience and salary required to 

Box 5298 Ad. Weekly 180 Fleet St BC4 


THE ADVERTISING MANAGER oi a 


West End firm of Jewellers and Silver- 
smiths requires the help of a young 
man (who has completed his National 
Service). Duties will include rough lays, 
ordering blocks, supervising printing 
jobs and general departmental routine 
including the keeping of Expenditure 
records. Write, giving cxperience and 
salary required. to 

Box 5288 Ad. Weekly 180 Fleet St EC4 


PLEASANT JOB in London Studio for 


versatile Technical Artist who can 
work efficiently with the minimum of 
supervision, Must be capable of really 
high class perspective, and illustrative 
machine work in line, tone, B & W 
and colour. State details of experience 
and salary required. No free lance or 
semi«skilled men need apply 

Box 5291 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT REPRESENTATIVE 


required for The Big Three Weekly 
Herald. Excellent opportuni:y for ex 
perienced man with sound references 
Write in first instance, giving full par- 
ticulars to General Manager, The Big 
Three Weekly Herald, 825/7 Hign 
Street. Tottenham, N.17 


VISUALISER. Top Flight Visualis, r/ 


Layout man required for London 
Agency, preferably with experience of 
Technical Accounts The position 
offers excellent prospects and holidays 
as arranged. Write fully to 

Box S113 Ad. Weekly 180 Fleet St BC4 


and brochures Write 
1. Weekly _180 Fleet St EC4 


by small Weat End Adver: ising Agency. 
te giving brief details of experience 
and salary required 

Rox $266 Ad. Weekly 180 Fleet St BC4 


INTERESTING OPPORTUNITY for 
YOUNG LADY 


as assistant to executive, 
West End Advertising Agency 
Good head for detail essential, a lictle 
advertising omg useful. 


Advertiser's Weekly 4 Fleet St EC4 


ADVERTISEMENT REPRESENTA 
TIVES required (1) in London and 
Provinces for reputable Continental 
publications; (Q) to twavel, or feside 
in Belgium, Holland, Germar for 
old established = British = publication 
Generous commission basis 
Box $254 Ad. Weekly 180 Fleet St BC4 

EXHIBITION AND DISPLAY CON 
TRACTORS require young man a 
assistant to Sales Manager. Exhibition 
experience ewential, Write, giving age 
experigace and salary, to 
Rox 4260 Ad. Weekly 180 Fleet St BC4 


quired (male or female) for adaptation, 


phone or call Crane 


instructions an advantage 
culars, including salary exp. 
Box 4278 Ad. Weekly 180 


ALL ROUND 
ARTIST 


required by 
EAST AFRICAN ADVERTISING 
CONTRACTORS LIMITED 


Must be able to produce both 
visuals and finished art work in 
any media. The successful appli- 
cant will be eligible to join the 
Company's pension and medical 
fund, and will be granted over- 
seas leave with full pay in the 
fifth year of service. Commencing 
salary is according to experience 
and free passage to Nairobi will 
be provided. Interview will be 
arranged with our London 
office, but in first instance write 
by Air Mail, giving details of age, 
experience, marital status and 
specimens of artwork, to: 
MANAGER, P.O. Box 2266 
NAIROBI, KENYA COLONY 


*Phone your Classifieds to CHA 8844 (Ex 25) 


Aucust 13, 1953 


APPOINTMENTS VACANT 


PPODUCTION. Young man _ required 
for production depar:ment of London 
agency Must have previous agency 
experience and the ability to take over 
4 number of tecinical press accounis. 
Write fully, giving full particulars to 
Box 5154 Ad. Weekly 180 Fleet St BC4 

RETOUCHING ARTIST AND  IM- 
PROVER required by commercial art 
studio. Fully experienced in the use 
of aimbrush on black and white work 
for reproduction. Excellent salary. 5-day 
week. Telephone Croydon 3930 for 
appointment with specimens 

TECHNICAL ARTIST required in the 
London areca, Experienced in the 
handling of the airbrush in both half 
tone and colour for reproduction. 
Write particulars 
Box 5233 Ad. Weekly 180 Fleet St BC4 

STUDIO requires experienced Finished- 
Lettering artist immediately, Also 
general artist capable of creative and 
high standard work. Apply 
Box 5274 Ad. Weekly 180. Fleet St EC4 

CLERK TYPIST required for Advertising 
Department of Weekly Professional 
Journal, Good education essential. 
Superannuation Scheme. Canteen, 
Salary according age and previous 
experience. Details to 
Box 5267 Ad. Weekly 180 Fleet St BC4 

SENIOR BOOK-KEEPER (lady) required 
hy advertising agency, fully experienced 
and capable of acting as deputy to 
Head of Accounts Department. Adver- 
lising agency experience essential. 
Apply in writing to C. Scarborough, 
Waddicors, 38 Park Street, W.1 

A VACANCY OCCURS for an experi- 
enced representative to nego iate out- 
door advertising sites in London and 
the Home Counties. Good salary and 
commission. Write, Sta.ing experience, 


to 
Box 5240 Ad. Weekly 180 Fleet St BC4 


CREATIVE 


LAYOUT 
ARTIST 


WANTED 
BY LEADING LONDON AGENCY 


Must be experienced in 


National Advertising 
Appreciation of Typography. 


Box 5229 
Advertiser's Weekly 18@ Fleet St EC4 


RETOUCHER, aged 23-25 years, required 
by Central London Studio. Write, 
Stating previous experience, to 
Box £292 Ad. Weekly 180 Fleet St BC4 

LETTERING ARTIST required; also 
services of free-lance retoucher. First- 
class men only need apply. Phone 
Central 0060 for appointment 

TECHNICAL PUBLISHERS coquire 
young man for gencral publishing 
routine, including Technical Magazine 
circulation work. Commencing salary 
45-£8 per week according \o experi- 
ence. Write to the Standard C cr ay 
Co., Ltd., 26 Bloomsbury Way, W.C.1 

AN INVOICE TYPIST required for 
Space and Block Invoice Department 
in Advertising Agency. Previous ex- 
perience an advantage; ‘S-day week. 
Call Crane Publicity Ltd., Quality 
House, Quality Court, Chancery Lane, 

Fit ® 


ADVERTISING REPRESENTATIVE re- 
quired for local weekly paper, near 
Birmingham. Excellent prospec's 
Pox $241 Ad. Weckly 180 Fleet St BC4 

LEADING FILM COMPANY requires an 
all-round first class oreative visualiser 
for their Advertising Department. He 
must have agency experience, a flair 
for good ideas, knowledge of technical 
production, ability to contact if neces- 
sary and be able to use his own 
initiative to control production from 
his layout to the final printing stage. 
Apply to 
Box 5242 Ad. Weckly 180 Fleet St BC4 

RETOUCHER required by growing Ad- 
vertising Agency. Must be fully ex- 
perienced and versatile. Five<lay week 
and superannuation scheme Full 
details age, experience and salary 
required to 
Box 5275 Ad. Weekly 180 Fleet St BC4 

ARTISTS. Experienced furniture and 
still life artists required for line, wash 
and colour illustrations. Highest wages. 
Box 5256 Ad. Weckly 180 Fleet St BC4 
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Aucusr 13, 1953 


PPOINTMENTS VACANT 


EXPERIENCED LETTER:NG 
AND GENERAL ARTIST 
(Male) required by small West End 

Studio, salary according to ability. 


ALSO 
FREE-LANCE RETCUCHER 
required, regular ge of work to 
first-class man. Box 


Advertiser's Weekly oy Fleet St EC4 


ARTISTS, Experienced first class Iletter- 
ing/layout artiss required for Central 
London Studio 
Box 5253 Ad “Weekly 180 Fleet St BC4 


DIRECT MAIL PUBLICITY: Assistant 
Manager wanted by old established 
firm. Excellent opportunity for experi- 
enced young man oO¢ woman, Five-day 


week. 
_ Box 5272 Ad. Weekly 180 Fleet St BC4 
GENERAL ARTIST (Male or Female). 
Excellent position and prospects for 


really keen applicant. (South provinces.) 
Box 5273 Ad. Weekly 180 Fleet Sit BC4 


LAYOUT ARTIST for London Technical 
Agency. Applicants must have previous 
Agency experience and be capable of 
producing high class layouts. Holidays 
as arranged, Full details to 
Box 5112 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE 
cequired for leading Irade Publishing 

ouse, Previous experience an advan- 
tage, but not essential, Age 30-35. 
Good education and appearance. Ex- 
cellent opportunity for advancement if 
applicant is keen and hard working. 
Write, giving details of career, age 
and salary required, to 

_ Box 5296 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST and improver re- 
quired; good prospects and ideal work- 
ing conditions. Apply Pulford — 


city, Temple Bar House, t 
E.C.4. Telephone CENiral 2416. 
PRODUCTION ASSISTANT required 


for West End office. Good knowledge 
process, typesetting and print, and 
ability to progress an assortment of 
work without delay ee — particu- 
jars and salary required 

Box $297 Ad, Weekly 180 ‘Fleet St EC4 


IHE ENGLISH ELECTRIC CO, LTD., 
STAFFORD, has a vacancy in its 
Technical Publications Department for 
a YOUNG MAN, who has completed 
National Service, to assist in the 


editing and production of technical 
publications Applicanis must have 
previous experience of this type of 
work, and preference will be given to 
those who have an engineering back- 
ground. Please reply to ae C.PS., 
4336/7 Strand, London, W.C.2. Quoting 
Ref. 1121A. at 
SENIOR SPACE-SALESMAN | required 
by old-established monthly business 


journal with S-figure ABC net sale 
Must be able to contact (at top-level 
if necessary) advertisers in the indusirial 
field. This is a strategic four-figure 
job. Particulars of eee and experience, 
in strict confidence 

Box 5294 Ad Weekly 180 Fleet St BC4 


EXCEPTIONAL OPPORTL NITY pre- 
sents itsclf for a young man (under 
30) who has a littl space-<selling ¢x- 

perience or is keen to enter that field 

A well-known Fleet Street group of 

periodical-publishing companies is pre- 

pared to train such a man for early 
promotion to one of its main adver- 
tisement departments Probationary 
~~ £6-£7. Write, in strict confidence, 


Box 5: 5295 Ad. Weekly 180 Fleet St EC4 


you NG GENERAL ARTIST required 
py small West End Advertising Agency. 
Write giving bricf details of experience 
and salary required 
Box 5266 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED. 


SHORTHAND-TYPISTS. Private Secre- 
. If you are in 
Le 


W.C.2. (WHltehall 5924). We 
specialise in efficient personnel. 


EXPERIENCED YOUNG ARTIST 
esires change to assistant art editor, 
house magazine, or post in Printers, 
Publisher's Studio 
Box _5285 Ad Weekly 1 180 Fleet st EC4 


ADV ERTISER, in consequence of change 
of sales policy, recommends Sales 
Manager expericnced in publicity, jour- 


nalism, printing and general administra- 
tion, Full particulars gladly supplied. 
Ad. Weekly 180 Fleet St BC4 


Box £237 


ili 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


OUTDOOR PUBLICITY ADVERTISER 
desiring change would welcome offers 
of an executive level where experience 
from A to Z can be _ beneficially 
adapted. i of references and 
gencral Reg 
Box 5299 Ad. Weekly 180 Fleet St BC4 


UDENT. Virile mind, able to visual- 
ise; knowledge layout; keen copywriter 
= to join Agency to develop high 

eative potential. Salary unimportant, 
Bor 4341 Ad. Weekly 180 Fleet St BC4 


You NG MAN, 24. five years’ ex- 
perience, copywriting, production, 
media, contact, here and abroad, 


requires position in London advertising. 

Box 5213 Ad. Weekly 180 Fleet St BC4 
PRODUCTION PROGRESSING MAN. 

Agency experienced Traffic Manager, 

aged 30, secks toughest job yet. 

Box $246 Ad. Weekly 180 Fleet St EC4 


MAN (23), good Agency training, secks 
situation with opportunity. 


Box 5245 Ad. Weekly 180 Fleet St ECS 


ACCOUNTS “EXECUTIVE with more 
than 10 years’ e®pciiecnce availabie 
for London agency. Compe.ent adver- 
tising man used to ful! control of 
national and technical accounts 
Box 5244 Ad. Weekly 180 Fleet St EC4 

YOUNG MAN, 27, good ~ advertising 
grounding, secks position as Assistant 
Advertising Manager or similar. DAA 
student, used to responsibility. 

Box 5286 Ad. Weckly 180 Fleet St BC4 


FREE LANCE SERVICES 


WANTED: Free Lance Artist for Press 
Advertisements, Window Bills. —-Rowat, 
Tea Importers, Dingwall, 


FIRST CLASS Figure Artist for free 
nce or staff position. Details only, 
no § 


peamens. 
Box 5280 Ad. Weekly 180 Ficet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISING EXECUTIVE with 20 
years’ all-round experience willing to 
contribute full-time services and some 
capital to young agency with good 
prospects, 

Box 5281 Ad. Weekly 180 Fleet St BC4 


SMALL AGENCY, London. well 
situated, good repute, wishes for eco- 
nomic reasons to merge with another 
on any agrecable terms 
Box 5282 Ad, Weekly 180 Fleet St EC4 


WELL rou IPPED PROVINCIAL 
NEWSPAPER-JOBBING OFFICE re- 
quires . ondon Representative to 


obtain orders for good quality printing. 
Please give full particulars to 
Box 5290 Ad. Weckiy 180 Flee: St EC4 


PUBLISHERS interested in the purchase 
of an established annual dealing with 
the rapidly expanding motor coach 
tours business are invited to write for 
particulars to 
Box 5219 Ad, Weekly 180 Fleet St EC4 


—— eS ce 


KNOWN overseas Advertising 
Agent can provide London Office in 
main thoroughfare, close to Flect St., 
and act as London manager for a sound 
provincial, Scottish or Irish Advertis- 
ing Agency. Reply in confidence 
Box 5182 Ad, Weekly 180 Fleet St BC4 


ACCOMMODATION 


a LIGHT STUDIO accom- 
md Street. Further 

jae om oN telephone MAY fair 3007, 
IDEAL STU (DIO CONDITIONS: for top- 
flight lettering artist-H. & A. Dix 
_ ld, 12 Great Newport Street, W.C.2, 


LONDON OFFICE, furnished, all scr- 


vices, low rental, West End, guitable 
for provincial printer or agency 
secking London facilitics. 


Box 5283 Ad. Weekly 180 Fleet St BC4 


Ft RNISHED “STU DIO “offered rent “free 
by London ency tO one of (prefer- 
ably) two experienced commercial 
artists in return for roughs. Finished 
work at agreed rates 
Box 5284 Ad. Weekly 180 Fleet St BC4 


sTt DIO SPAC E avai lable, “Holborn 
District 25s. p.w.. including telephone 
and heating preferred. 


Box 5181 Ad. Weckly 180 Fleet St BC4 


MISCELLANEOU 


DEBTS collected throughout 
result — no chases. 
1919) 80 Leeds Rd., 


Bevis 
Brilega! 


tiated 
Bradford 


ee 


CLAPHAM 
ADVERTISING STUDIOS 


First class Models 
available for all Studios 
Anything supplied for 


photographic illustrations from 
a flea to an elephant. 


Give us a ring Day 
or Night 
MACaulay 862! 


23 The Pavement 
Clapham Common: S.W.4. 


You will have your Railway 
information right if you consult 


“FACTS and FIGURES about 
BRITISH RAILWAYS” 


The 1953 edition of this 36-page 
book is now obtainable FREE 
from: 


The Press Officer, Room 32! 
The Railway Executive 
222 Marylebone Road, 

London, N.W.|. 
Telephone: PADdington |601, 
Ext. 150. 


OMET” © _~tl ae = mr, 322 
‘hen HOLBORN, Telephone 
CHAncery 4878 307” , —™ Duph- 
cating, Sccretarial, Specialis: lypists 


for individual work 


VITREOUS STEEL SIGNS 
AND NAMEPLATES 
in colour to your requirements 


FOICIK LTD. 
36-38, Western Road, London, E.!3. 
GRA: 4524 


TECHNICAL PUBLICATIONS 


printing 
Instruction Books 
Spare Parts Lists 
Charts & Posters 
We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress prints, 
compiling etc. Specialists » Tec’ 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) \'M!T"! 
Hampton Lane, Bristol, 6. [el 2°78 


‘Phone your Classifieds to CHA 8814 (Ex 295) 


ADVERTISER'S WEEKLY 


SALES AND WA 


ADDRESSOGRAPH OUTFIT 


Electric Addr 
F2B; two 18-drawer Cabinets with 


Trays; 6,000 “B” Index Frames, in 
excellent condition. 
Price £140 
Would Separate 
M.S.S. 49. Tattenham Grove, Epsom 


IMPROVED Lerrer FILES. Ask for 
a 7 ~ a ,Packington Road, 
Acton, london w ACOm 47) 


TENDERS 


COUNTY BOROUGH OF SOUTHPORT 


SOUTHPORT OFFICIAL 
GUIDE BOOK, 1954 


The Southport Corporation invites 
tenders for the printing of the 1954 
Southport Official Guide Book 

Specifications may be obtained from 
the General Manager, Publicity and 
Attractions Department, Town Hall, 
Southport. 


Tenders in plain sealed envelopes 
endorsed ‘Official Guide Book 
Tender"’ in the top left-hand corner 
must reach the undersigned not later 
than 10 a.m. on August 26th, 1953 


R. EDGAR PERRINS, 
Town Hall, Town Clerk 
SOUTHPORT. 


Ist August, 1953 


COUNTY BOROUGH OF BOLTON 
TRANSPORT DEPARTMENT 


ADVERTISING IN 
PASSENGER SHELTERS 


The Corporation are prepared to 
receive tenders for the advertising 
inside the Passenger 
owned by them 

Schedules containing details of 
Shelters and Conditions of advertising 
may be obtained on application to the 
Transport General Manager, Corpora- 
tion Transport Department, 147, 
Bradshawgate, Bolton. 


rights Shelters 


Tenders must be despatched to reach 
the undersigned not later than Monday, 
14th September, 1953, and no tender 
will be received except in a plain sealed 
envelope, which shall bear the words 
“Tender for Shelter Advertising 
Rights"’ but shall not bear any name or 
mark indicating the sender. 

The Corporation do not bind them- 
selves to accept the highest or any 
tender. 


PHILIP S. RENNISON, 
Town Hall, Town Clerk 


BOLTON 


SPECIAL ANNOUNCEMENTS 


See August 6 issue of Apver- 
TISER’S WEEKLY, pages 252, 253 


and 255 for the Advertising 
Services and Supplies Section, 
September 3 will be the next 


issue containing these Services, 
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Tuurspay, AuGust 13, 1953 


Advertiser's 
Weekly Lis-= 


Post _ free 
55/-' (overseas) 


STOP PRESS 
Full, Accurate | tart 


John P. Wynn, public relations 
officer and editor of publications 
of the National Cash Register Com- 
pany Ltd., has resigned his positions 
with that company to establish a 


‘ new — tions organisation, 
Jonn Wynn and Partners Ltd. 
The new organisation will work 


in association with Perry Press 
Productions Ltd. Two directors of 
that company, Geoffrey H. Perry 


Reliable News | 2'=*= 


GLGP SALES UP 


A.B.C. net sales figures of 
: ae ’ ’ Greater London’s Greater Press 
T was estimated some little while ago that 30 million copies of the daily for the January—June period show 
: . é‘ an increase over previous total: 

newspapers published in the United Kingdom were bought every day. 1,188,893 against 1,181,125. 
That represents 596 daily newspapers for every 1,000 inhabitants—much 


the highest rate in the world. LAUNDERERS JOINT 


What does the intelligent newspaper reader look for when he opezis one of . ons — 

those 30 million copies at the breakfast table or on the way to work by bus has pre a scheme for collective 
“9 * 2 il =f : . advertising enabling mem 

or train? Each of us, no doubt, has a special interest of his own, and one = a, ae a 

person will turn first to the foreign news, a second to the pages on sport, a operate in paying for spaces in local 

third to the report of yesterday's debate in the House of Commons, a fourth pres ag ond Seon deta a tho 

to the criticism of last night’s new. play. But the thing above all else that the soreien, leaflets for direct mail, 

intelligent man or woman hopes to find in a daily newspaper is surely full, a eee sy ay - 


poster stamps has been 
accurate and reliable news. 


we wwe - ee ee 


Cc. W. C. Rowden, manager oi 
Koro Bill 


: , posting sub-contracting 
To-day, as in the past, The Times puts full, accurate and reliable news above department, fas died. He is suc- 


all else. It is concerned to give as complete and authoritative a picture as a. aso - 


for the past 12 months. 
possible of what is happening at home and abroad. —_—_——_ 

“Reader’s Digest” has prepared 
booklet comparing its readership, 


; page rate and advertising cost per 

THE NaS a TIMES thousand readers with those ‘of 

¢ jee ‘ * other leading magazines. Figures 

ee se = ag Ay — Readership 

Iss .. Survey and cover total mar- 

Daily, Price 4d. kets for men and women, and 15 
sectional markets. 

THE TIMES LITERARY SUPPLEMENT Every Friday, Price 6d. and 

THE TIMES EDUCATIONAL SUPPLEMENT Every Friday, Price 4d. blic Ge ate _ =~ 


bitt 
THE TIMES WEEKLY REVIEW Every Thursday, Price 6d. Service Co., Cleveland, Ohio, ar- 
rives tomorrow (Friday) in 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d. Empress of Scotland 


THE TIMES SCIENCE REVIEW Quarterly, Price 6d. 


a ies — of ofvates 
ver oe — “s an - Lyons 0., Ltd. 
THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d. and Ll Lowenthal, gales Gisestes. 
, _ ‘ TRY First Wedne: naan . yons Frood, visit Germany next 
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